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The marketing mix 1 



The Ps 

The marketing mix is the combination of techniques used to market a brand. The 
techniques are often called the Ps. Originally there were four Ps: 

■ Product (or service): what you sell, and the variety or range of products you sell. This 
includes the quality (how good it is), branding (see Units 16-18), and reputation (the 
opinion the consumers have) of the product. For a service, support for the client after 
the purchase is important. For example, travel insurance is often sold with access to a 
telephone helpline in case of emergency. 

■ Price: how much the product or service costs. 

■ Place: where you sell the product or service. This means the location of your shop, or 
outlet, or the accessibility of your service - how easy it is to access. 

■ Promotion: how you tell consumers about the product or service. The promotional mix is 
a blend of the promotional tools used to communicate about the product or service - for 
example, TV advertising. 

Today some marketers talk about an additional four Ps: 

■ People: how your staff (or employees), are different from those in a competitor's 
organization, and how your clients are different from your competitor's clients. 

■ Physical presence: how your shop or website looks. 

■ Process: how your product is built and delivered, or how your service is sold, delivered 
and accessed. 

■ Physical evidence: how your service becomes tangible. For example, tickets, policies and 
brochures create something the customers can touch and hold. 

Marketing a new product 

A small educational games company is launching a new game to teach English vocabulary 
to beginner learners. The marketing manager, Dominic Dangerfield, is making a 
presentation using PowerPoint slides. 



The Turnover Game 

PRODUCT: 
Innovative way to learn new vocabulary 
Launch: how we are planning to introduce the product onto the market 

PLACE 
Distribution: high street retailers and mail order via website and catalogues 
Delivery: five days by mail order or straightaway in shops 

PROMOTION 
Advertising: in children's magazines 
Direct marketing: insert catalogue in Parent magazine 

PEOPLE 
Customers: educated, city-dwellers with pre-teen children, school teachers 
Competitors: they have a larger sales force to sell their products 

PRICE 
Premium pricing: 20% above market average for a CD-ROM 
Special deals: 15% discount for schools 



Note: For more information on sales promotion, see Unit 41. 
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1.1 A marketing manager is talking about the marketing mix for a brand of cleaning 

products. Choose the correct words from the brackets to complete the text, and then 
match each speech bubble with one of the Ps. Look at A opposite to help you. 

1 

Our (staff I reputation I competitors) are highly motivated. \\Je really believe in our brandl. For 

example, our (consumers I employees I customers) are always trying to improve what we do. 



Our (tools f raw^e f support) includes detergent, toilet cleaner and! sponges. 

V)e use a lot of (advertising I presence I promotional), usually in wOmens magazines. 







Vou caw -fndi the brandi in supermarkets awd local shops. The (tangible I accessibility I process) 
of our (staff I mix I outlets) is important. Vie weed to be in a lot of (locations I supports I 
distributions) so that we are easij to -fndi. 






Vie are more (accessibility I reputation I expensive) than our (competitors I staff t sales) but 
we offer opod Credit terms andl we sometimes run special (dleals I processes t support). 



1 .2 Complete the text using words from the box. Look at A opposite to help you. 



advertising 



mix 



price 



products 



promotional 



Marie Curie Cancer Care is reviewing its marketing strategy in an attempt to attract a 

wider audience. It will stop using (1) techniques, such as mailings and events. 

Television (2) and face-to-face marketing are both being tested in a bid to 

supplement the charity's typical over-60s donor base with younger supporters. If tests 
prove successful, they will become part of Marie Curie's marketing (3) 

In addition, Marie Curie Cancer Care is expanding its online shop. Stylish handbags at 

a (4) of £10 are attractive to younger customers. Marie Curie Cancer Care 

says it is responding to customers' needs and wants by selling elegant fashionwear 
(5) 

1 .3 Do the following words and expressions refer to product, price, place, promotion, or people? 
Look at A and B opposite to help you. 



accessibility 

branding 

competitors 



customers 

delivery 

direct marketing 



discounts 

distribution 

launch 



location 

quality 

reputation 



sales force 
special deals 
support 



Product 



Promotion 



People 



Think about an expensive brand and a less expensive alternative - for example, Bang £t 
Olufsen compared to Sony. What are the differences in the marketing mix for the two brands? 
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The marketing mix 2 



The four Cs, As and Os 

Some marketers have supplemented the four Ps (see Unit 1) with new ways of thinking about 
marketing. The Ps, Cs, As and Os can be combined when looking at the marketing mix. 



4Ps 4Cs 


4As 


40s 




Customer needs 


Acceptability 


Objects 




What does the customer 


How acceptable is the 


What do you sell? 




need to solve a problem? For 


product, and do people 


How is it manufactured, or 




example, people don't have 


approve of the product? 


made? 


U 

3 

■a 
o 


time to cook - we offer the 
solution of frozen dinners. 


Is it socially acceptable 
- fashionable and 


Is it a high quality (or 
excellent) product, or is it 


Q_ 


The company must identify 


attractive? 


bottom end? 




customer needs so that 


Does the product respect 






products that meet these 


the laws of the country 






needs can be developed (see 


- is it legally acceptable? 






Units 10-11). 






Cost to user 


Affordability 


Objectives 




Does the customer perceive 


Does the customer have 


Revenue objectives concern 




the cost of the product as 


enough money to buy 


the income you want to 


"sZ 

n 


fair, or is it too expensive? 


the product - can he / 


generate. 






she afford the product? 


Price objectives concern the 
price you want to sell at. 


Convenience 


Accessibility 


Organization 




How convenient is it to find 


Is the product easy to 


How should you organize 


QJ 


your product? Is it easy, or 


access? 


the sale and distribution of 


U 


does the customer have to 


Is the product accessible 


your product? 


Q_ 


make an effort? 


for people with 


Which distribution 






disabilities? 


methods (see Unit 26) will 
work best? 


Communication 


Awareness 


Operations 


O 


How should you 


How many people know 


Which kind of promotional 


O 


communicate with your 


about, or are aware of, 


operations, such as direct 


E 
o 


customers? 


the product? 


mail, will work best for the 


Q_ 




Is awareness high? 


product? (See Units 32^43) 



Note: Customer or client? See Appendix I on page 108. 
AIDA 

AIDA is an acronym which represents the steps a marketer takes in order to persuade 
customers to buy a product or service. 



Attention 



Interest 



Desire 



Action 



Marketing must first attract the customers' attention to the product. Customers 
become aware of a product and know it is available. 



Then, marketing must create an interest in the product. Customers will develop 
an interest in the product. 



Next, marketing must develop a desire to own or have the product so that 
customers actively want the product. 



Finally, marketing must prompt action to purchase, so that customers take steps 
to buy the product - for example, by going to the shop or ordering it online. 
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2-1 Put the words and expressions from the box into the correct columns. Look at A opposite 
to help you. 



acceptability 

accessibility 

affordability 



awareness 
communication 



convenience 



cost to user 
customer needs 
objectives 



objects 

operations 

organization 




2.2 Complete the article about a supermarket in-store event using words from the box. Look 
at A opposite to help you. 



awareness 



customers 



identified 



meet 



promotional 



This week, Tesco launches its biggest ever 'Health Event' - illustrating its commitment to 
helping (1) lead a healthy and active lifestyle. The supermarket has 

(2) health as an important customer concern and is working to 

(3) the needs of its customers. 

Hundreds of (4) operations for healthy products will run all over the store, 

from fresh produce through to grocery and healthcare lines. Tesco hopes that 
(5) of its initiative will be high. 



2-3 Replace the underlined words and expressions with alternative words and expressions 
from the box. Look at A opposite to help you. 



2-4 



afford 
convenient 



high quality 
price 



revenue objectives 
socially acceptable 



1 Mobile phones are fashionable and attractive to the youth market. 

2 We have a reputation for providing good standard mobile phones. 

3 The cost to user of mobile phones is kept down because they are subsidized by the network 
providers. 

4 This means more people can have the money to buy the product. 

5 More and more, customers buy mobile phones online because it is more accessible . 

6 Expected earnings from 3G phones were not met when the products were first launched. 

Put the words in each sentence in the correct order. Look at B opposite to help you. 

1 attention attract must product the to We. 

2 aware become of People brand the will. 

3 an create in interest need product the to We. 

4 an customers develop in interest product the to want We. 

5 a desire develop must our own product to We. 

6 People steps take it to try will. 

7 action buy must prompt it to We. 



Think about the most recent product you bought. Describe the marketing mix using the 
4Cs ( the 4As or the 40s. 
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SWOT analysis 



SWOT analysis 

Before entering the marketplace it is essential to carry out a SWOT analysis. This 
identifies the strengths and weaknesses of a product, service or company, and the 
opportunities and threats facing it. Strengths and weaknesses refer to the product itself 
and are considered as internal factors. The external factors, referring to the marketplace, 
are opportunities and threats. 

This is a SWOT analysis of PetraServe, a company which runs motorway service stations. 



rTRENQTH^ 

i^^erior distribution, i\etworlc — we. 
have oi\e o-f the best. 

We are the fecial ist ii\ lorva- 
di£tai\ce petrol i\eeds -for lorry ai\d 
truck drivers - we have ex^erieiNce, 
ki\owledde ai\d Skill. 

Coi\SUMers see i\^ as a quality brai\d . 

Ui\ovative loyalty ^ro^raMMe thatV 
urvi^ue irv the Market. 

We are a ^ro-Ti table coM^arvy - weVe 
Malcii\d Moi\ey. 

Highly realizable brai\d . 
A global brai\d . 



OPPORTUNITIES 

bevelo^i^ Market -for service Static* 
shof> Ccorvfecti orrery, car Maii\tei\ai\ce 
products, etc.y 

C\<kp ii\ the Market : hybrid cars ai\d 
electric cars will rveed -fuel. 

Huae frotei\tial -for growth - there 
is a lot o-f rooM to ex^ai\d irvto i\ew 
Markets. 



WEAKNESSES 

Lkdi-ffereiNtiated o-Pfer ii\ te.n«Z o-f basic 
product - petrol is the Sa**e whatever 
the brarvd. 

Lack o-f rvew ^roduct^ — we i\eed More. 

ke-ffective leverage o-f Specialist i^aae - 
we doi\ v t u^e our Specialist i^aae well. 

Iivferior coiMMUi\icatioi\ — we could 
coMMUi\icate better. 

baMa^ed refrUtatioi\ -tor petrol ai\d -fossil 
-fuels - they have a bad iMa^e. 

Corv^UMer loyalty is weak . 



THREATS 

Our Maii\ competitor is £troi\^. 

Price war irv the -fuel Market is becoMi^ 
More threaten >vj - all oi\r competitors 
are cutting prices. 

EWnaii\4 trervd towards hybrid cars ai\d 
electric cars. 

Consumer -fears about ei\viroi\Mei\t arvd 
fiollutioi\. 






SWOT and marketing strategy 

Pat Albright is the senior marketing manager for PetraServe. She's presenting her 
marketing strategy to the board. The strategy was shaped by the SWOT analysis above. 

'We need to exploit our strengths by making the most of our distribution network and 
loyalty programme. If we can also build on strengths such as our brand image and 
current profitability, then it'll be easier to address, or deal with, weaknesses such as the 
lack of new products. We need to anticipate the threat of new hybrid cars and seize 
the new opportunities this will bring in terms of providing service points for these cars. 
The potential price war in the fuel market poses a serious threat and we will need to 
minimize the weaknesses this may create. Our sector is also under threat from the trend 
towards greater consumer concerns about the environment, but I believe we can create an 
opportunity by strengthening our communication and informing consumers about what 
we're doing to preserve the environment.' 
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3-1 The extracts below are from a SWOT analysis. Do they describe strengths, weaknesses, 
opportunities or threats? Look at A opposite to help you. 



1 



Competition is growing in this market, which could lead to a price war. There are now 
a lot of sites that offer the same service and product categories as Amazon. Amazon is 
a global brand but in some local markets the main competitor could be stronger and 
preferred by consumers. 



Amazon has added a lot of new categories, but this may damage the brand. For example, 
offering automobiles may be confusing for customers. Due to increased competition, the 
offer is undifferentiated. 



In 2004 Amazon moved into the Chinese market. There is huge potential here. In 2005 
Amazon launched a new loyalty programme, AmazonPrime, which should maximize 
purchases from the existing client base. 



Amazon is a global brand, operating in over ten countries. It was one of the first online 
retailers and today it has an enormous customer base. It has built on early successes with 
books, and now has product categories that include jewellery, toys and games, food and 
more. It has an innovative Customer Relationship Management programme. 



3.3 



3.2 Complete the table with words from A and B opposite and related forms. Then complete 
the sentences below using words from the table. 



Verb Noun Adjective 






opportune 


strengthen 






threaten 






weaken 







1 Currently, the company is under from its main competitors. 

2 In order to grow, the company will have to create new , not just exploit existing 



3 We need to minimize and 

4 To remain ahead of the competition we will need to anticipate such as increased 

raw material costs. 

Correct the mistakes using words and expressions from A and B opposite. 

1 The brand is very strengthened. 

2 Today, competitor fears about health are one of the biggest threats to the processed food 
sector. 

3 An undifferentiated offer will weakness the company in the short term. 

4 A clear opportunity is a gape in the market. 

5 We may be threated by the emerging trend towards online shopping. 

6 A war of prices has weakened our profitability. 



Think about the company you work for, or one you would like to work for. Carry out a SWOT 
analysis of the company. Do the same for a company you would never want to work for. 
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Marketing strategy and the marketing plan 



Marketing strategy vs. marketing plan 

A company's marketing strategy describes how it will position itself and the products it 
sells or the services it provides in the competitive marketplace. The strategy includes a 
discussion of target markets, product and pricing policies, and proposed marketing and 
promotional initiatives (see Units 1-2 for more about the marketing mix). 

The company's marketing plan is the written document which details the marketing 
methods selected (advertising, price promotions, etc.) and specific marketing actions or 
marketing activities (for example, a back-to-school promotional offer). It also examines 
the resources needed (both financial and human) to achieve specified marketing objectives, 
such as an increase in sales or a successful product launch, over a given period of time. 

Developing the marketing plan 

You can develop a marketing plan using the stages known as AOSTC (Analysis, 
Objectives, Strategies, Tactics and Control). 



Analysis 


Current market 
situation 


Information on the competitors and the marketplace. 


Competitor 
analysis 


The competition in the marketplace. You will also need to 
include information on their positioning - how they control 
the way the customers see the products or services. 


Product / service 
analysis 


What you sell or provide, and your Unique Selling Point 
(USP) - that is, what distinguishes your product or service 
from others on the market. 

Originally USP stood for Unique Selling Proposition, a 
concept developed by Rosser Reeves in the 1940s. 




Objectives 

Strategies 
Tactics 

Control 


Target market 


Your customer groups or segments - for example, 
teenagers or business people (see Unit 19). 


Marketing goals 


What you want to achieve, in terms of image and sales. 


Set SMART 

objectives 


■ Specific - Be precise about what you are going to 
achieve. 

■ Measurable - Quantify your objectives. 

■ Achievable - Are you attempting too much? 

■ Realistic - Do you have the resources to make the 
objective happen (manpower, money, machines, 
materials, minutes)? 

■ Timed - When will you achieve the objective? (Within 
a month? By February 2015?) 


The approach 
to meeting the 
objectives 


■ Which market segment? 

■ How will we target the segment? 

■ How should we position within the segment? 


Convert your 
strategy into the 
marketing mix, 
including the 4 Ps 


■ Product 

■ Price 

■ Place 

■ Promotion 


Tracking 


How the success of the marketing plan will be measured (see 
Unit 24). How each marketing activity will be assessed. 
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4. 1 Make word combinations with market and marketing using words from the box. Then 
match the word combinations with the definitions below. Look at the page opposite and 
Appendix II on page 109 to help you. 



methods 



mix 



plan 



segments 



strategy 



target 



market 



marketing 



1 groups of consumers with similar needs or purchasing desires 

2 the consumers, clients or customers you want to attract 

3 a definition of the company, the product / service and the competition 

4 detailed information about how to fulfil the marketing strategy 

5 the techniques you can use to communicate with your consumers 

6 the combination of different elements used to market a product or service 

4.2 You are preparing some slides for a presentation of next year's marketing plan. Choose a 
title from the box for each image. Look at B opposite to help you. 



Competitor Analysis 



Target Market 



USP 






Think about a product or service that you use every day. Answer the questions from 
Appendix II on page 109 in relation to this product or service. 



Professional English in Use Marketing 



15 



© Cambridge University Press 



www.cambri dge.org 



Cambridge University Press 

978-0-521-70269-0 - Professional English in Use Marketing 

Cate Farrall and Marianne Lindsley 

Excerpt 

More information 




Marketing ethics 



Social marketing 

Social marketing is the use of marketing techniques to convince people to change their 
behaviour for their own good or for the benefit of society. Encouraging smokers to stop 
smoking or persuading people to eat more fresh fruit and vegetables are examples. The 
aim of social marketing is to minimize social problems such as crime or poverty. 

Corporate social responsibility (CSR) 

The advantages for a company of being socially responsible - that is, taking positive 
actions for the benefit of its staff and society as a whole - include enhanced brand image, 
and greater ease in attracting staff. There are different ways for a company to show 
corporate social responsibility (CSR). 

■ Cause related marketing (CRM) is when a company donates money to a charity, a 
non-profit organization or a good cause, such as UNICEF or Oxfam. The brand is then 
associated with the charity. For example, a US non-profit wild cat sanctuary, Big Cat 
Rescue, wants to create a marketing partnership with another organization: 



IR^O 



http://www.bigcatrescue.org 



- Or 



Big Cat Rescue is looking for the right corporate partner for a mutually 
beneficial cause related marketing campaign. We need financial donations to be 
able to afford to make our good work more effective. Today most of this funding 
comes from private individuals. We are looking for a corporate partner that 
shares our principles and values. 

Note: The abbreviation CRM also refers to Customer Relationship Management - see Unit 23. 

■ Green marketing is the development and distribution of eco-friendly, or environmentally 
friendly, goods - for example, washing powder that is not harmful to the environment. 

6 degrees. ca is a Canadian web-based forum that promotes green marketing and environmental 
protection: 



6 degrees.ca believes that if a business is behaving in an ethical or moral way then 
they will contribute to environmental sustainability. Sustainable development is 
development that meets the needs of today without compromising the ability of future 
generations to meet their needs. Responsible citizens are aware of environmental 
concerns such as global warming, and act to protect the environment. 



I 



Responsible purchasing is another way that a company can build or maintain a good 
reputation. Companies can refuse to buy materials or goods made using child labour 
or that have been tested on animals. As well as showing concern for human rights and 
animal testing, a company can implement a policy of sustainable purchasing and only buy 
products that come from renewable sources. 
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5-1 Make word combinations using a word from each 
box. Two words can be used twice. Look at A and 
B opposite to help you. 



animal 




beneficial 


donate 




money 


environmental 




problems 


mutually 




purchasing 


responsible 




responsible 


social 




sustainability 


socially 




testing 



5-2 Complete the texts describing examples of CSR. Then decide whether the companies are 
involved in CRM, green marketing or social marketing. Look at A and B opposite to help 
you. 

a b 



I 



In 2008, we are proud to continue our 

marketing (1) with the 

Arlette Foundation. We will promote the 

(2) in our stores and we 

will sell a range of products displaying 
the charity's distinctive logo. 

For each product sold, we will 

(3) money to the Arlette 

Foundation, with a minimum 

(4) of £250,000. We are 

committed to being (5) 

responsible. 



The Push Play campaign in New Zealand has 

successfully (6) New Zealanders to 

do more exercise. The campaign aimed to limit 
the twin epidemics of obesity and diabetes, 

(7) problems now affecting 

countries worldwide. 



CASE STUDY: Woody Pens - Designed for the 
Environment 

Instead of making its pens from plastic, Goodkind 
Pen Company uses wood scraps from local furniture 
makers, and its pens are designed to be refillable. 

By carefully designing its product to be eco- 

(8) and of high quality, it is mutually 

(9) for the environment and the 

consumer. Goodkind has made a product with a 
super-green profile and, in the process, enjoys a high 
level of satisfaction from environmentally conscious 
consumers and companies with a responsible 

(10) policy Goodkind embraces 

environmental (11) 



en 



5.3 Complete the table with words from A and B opposite and related forms. Put a stress 

mark in front of the stressed syllable in each word. The first one has been done for you. 



Noun Adjective Adverb 


environment 










responsibly 


society 




socially 






sustainably 



Think about the brands you buy. How does ethical marketing influence your purchasing 
decisions? 
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The market environment 



The micro environment 

Learnmarketing.net provides information for marketing students. Its website says the 
following about the micro environment: 



n n* o 



| | C | | + | http://www.learnmarketing.net 



- n. 



The following factors have a direct impact on the company and its stakeholders: consumers, 
employees, shareholders and suppliers. The company has an influence over these factors. 




consumers 


A company must understand consumer needs and meet them. 


competitors 


You must differentiate your brand from your competitors'. 


employees 


Employing the right people and keeping them motivated is essential. 
Training and development play a key role in the service sector. 


media 


Positive or adverse (negative) media attention can seriously affect an 
organization. Consumer programmes on TV and consumer magazines 

that people read have a powerful effect on the marketplace. 


shareholders 


It is important to satisfy shareholders' needs without harming the 
brand in the long term. 


suppliers 


Changes in the price or quality of raw materials - for example wood, or 
metals - will affect the marketing mix. Good relations with suppliers will 
make business easier. 



L 



The macro environment: STEP analysis 

A STEP analysis (also known as a PEST analysis) looks at sociological, technological, economic 
and political factors in the market environment on a macro level - often looking at a particular 
country or region. The relationship between the company and these factors is indirect. This is a 
STEP analysis for an online supermarket in Britain. 



• • 



SOCIOLOGICAL FACTORS 

Dominant religions: Mainly Christian, with significant minorities in some regions. 

Special diets in some areas. 

Leisure activities: Watching TV, cooking, socializing. 

Gender roles: Now that younger men shop as much as women, we need to target both sexes equally. 

Birth rates: Birth rates are continuing to decline, with fewer babies born every year. 

Average life expectancy: This is increasing so we should think about products for older customers. 

Attitudes to foreign products: Consumers like to experiment with foreign food and drink. 

Opinions on environmental issues: We should use only recyclable packaging and hybrid-fuel delivery vans. 

TECHNOLOGICAL FACTORS 

Innovation and technological advances: 

Production: New product lines and product types are continually coming onto the market. 

Offer: We now offer a new service - ordering by mobile phone. 

Distribution: Online ordering has changed the way supermarkets operate. We no longer need actual shops. 

Communication with consumers: Broadband internet connections make it possible to include more product 

photos on our site. We could even think about adding video. 

ECONOMIC FACTORS 

The economic forecast is good: 

Interest rates: stable at 5% 

Unemployment rate: less than 9% of people are out work 

GDP (Gross Domestic Product): growing steadily 

POLITICAL FACTORS 

Political stability: Very good. Consumers feel relaxed about the political situation and ready to use consumer 

credit. 

New tax / business legislation: No changes to the law for our business sector in the near future. 

International trade agreements: We can import products from the EU without paying extra import duties. 
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6.1 Decide whether the following market environment characteristics are micro factors or 
macro factors. Look at A and B opposite to help you. 



6.2 



6.3 



Micro Macro 


1 High unemployment in a region reduces spending on leisure activities. 






2 The internet has opened up new distribution and marketing channels. 






3 Good relations between a supplier and a company mean that goods are 
always delivered on time. 






4 Legislation in European countries is restricting the right to smoke in 
public places. 






5 Positive reports in the national press about a brand. 






6 The staff for the telephone hotline of an internet bank are trained to be 
polite and friendly. 






7 During the FIFA World Cup, more snack food is consumed in front of 
the TV set. 







Complete the action plans (1-6) and then match them with the micro factors (a-f). Look 
at A opposite to help you. The first one has been done for you. 

1 Convince shareholders that the best way to sfl&sfy their needs in the long term is to 

invest in research and development. 

2 Carry out market research to better needs and desires. 

3 Prepare a press release for a magazine about the launch of a new product. 

4 Build and maintain good by always paying on time. 

5 Do a SWOT analysis to assess how to your brand from your competitors'. 

6 Implement a training and plan to motivate and keep good members. 

a competitors c employees e shareholders 

b consumers d media f suppliers 

Complete the STEP analysis of France. Look at B opposite to help you. 

France is a member of the European Union and as such has trade (1) with 

the other members. It has one of the worst unemployment (2) in Europe 

and the government is keen to bring this down. 

France has one of the highest (3) rates in Europe (1.9 children per woman) 

and a large proportion of French mothers go back to work, reflecting changes in 

(4) roles. Men are almost as likely as women to do the shopping for the 

family and take care of the children. 

The dominant (5) is Catholicism, but there is a large Muslim community. 

The religious beliefs do not significantly affect the marketplace, except at Christmas and 
Easter time when the demand for Christmas trees and chocolate increases dramatically. 

Internet penetration is high: most households own a computer and have high speed 

internet access. This has opened up new channels of (6) and there are now 

several internet grocery stores. 

Nearly all teenagers own a mobile phone and they are increasingly using SMS messages 
to keep in touch with their peers. Marketing campaigns are beginning to exploit this line 
of (7) by sending SMS messages to their audience. 



Prepare a STEP analysis for the country or region you live in. 
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Legal aspects of marketing 



Legal definitions 

The World Intellectual Property Organization gives the following definitions: 

Intellectual property refers to creations of the mind: inventions, literary and artistic 
works, and symbols, names, images and designs used in commerce. Intellectual property 
is divided into two categories: 

1 Industrial property includes patents, which give the exclusive right to make, use and sell an 
invention in a given geographical area; trademarks (words or symbols that differentiate a 
company); and industrial designs. A granted patent gives patent protection for 20 years in 
the UK. After that time you must renew the patent. In order to trademark, or register your 
trademark, you will need to complete a registration process. 

2 Copyright protects literary and artistic works. Copyright protected work includes novels, 
plays, films, musical works, artistic works such as drawings, photographs, and architectural 
designs. Copyright protected work is said to be subject to copyright. 

Note: The copyright symbol: © 
The trademark symbol: ™ 
The registered trademark symbol: ® 

Legal problems 

Legal problems may arise if another person has used copyright protected work without 
the copyright owner's (or holder's) permission. The UK Patent Office says: 

'Intellectual property (IP) crimes include counterfeiting and piracy. Counterfeiting is 
deliberate or wilful trademark infringement and piracy is wilful copyright infringement. 
Infringement means reproducing copyrighted work without permission from the IP owner.' 

If a trademark or copyright holder believes that another person has made unauthorized 
use of a trademark or copyright, then this may lead to a lawsuit, where one company 
takes another to court to enforce the trademark or copyright. The infringer, the person 
who has broken the copyright, may have to pay damages or compensation to the 
trademark holder, normally financial. 

Most company websites include a page called terms and conditions or copyright 
information. Visitors to the site must agree to the terms and conditions. The terms and 
conditions usually contain what a visitor may download or take from the web page 
and post or upload to the web page, and a disclaimer to say the company is not legally 
responsible for the misuse of its web pages. 

The Consumer Protection Act 

The Consumer Protection Act is a law in the UK that protects the consumer from faulty 
or defective products, or products that are not as safe as they are generally expected to 
be. Consumers are legally entitled to goods of a satisfactory quality. Producers, suppliers 
and importers are liable for - that is, responsible for - the products they sell. Death, 
personal injury - involving physical damage to a person - and damage to private property 
are covered under the act. 

Enforcement of the act - that is, making sure the act is respected - is the job of the 
trading standards officer. Businesses need to monitor and control their produce to make 
sure they are fulfilling, or carrying out, all safety regulations. 

A central part of the law is product liability, which means that any person who is injured 
or physically hurt by a defective product does not have to prove a manufacturer negligent 
- that is, at fault - before suing, or taking the manufacturer to court. 
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7.1 Complete the copyright information from the WWF-UK web page. Look at A and B 
opposite to help you. 



f\r^r\ 



+ | | C I | + | http://www.wwf.org.net 



- Qs 



^ The Panda symbol 

L*^* 1 The WWF panda symbol is a (1) trademark and is subject to 

(2) 

WWF '* must not ^ e usec * or reproduced without (3) 




7.2 Make sentences using one part from each column. Look at A and B opposite to help you. 



1 Patent 


must read and agree to the terms 


renewed regularly. 


2 A granted 


protection gives a company the 
exclusive 


to a lawsuit. 


3 Wilful trademark 


copyright cannot be used without 


right to market a product. 


4 Visitors to the website 


patent must be 


permission. 


5 Material that is 
subject to 


infringement may lead 


and conditions. 



7.3 Complete the newspaper report and then match the problems (a-c) with the offered 
solutions (i-iii). Look at C opposite to help you. 

FIGHT FOR YOUR RIGHTS WHEN A DEAL GOES WRONG 

By Ruki Sayid 



Stores do their best to part us from our cash, but they 

are not always as friendly if a (1) 

is defective. We have teamed up with consumer 
watchdog Which? to offer some help. 

a The iron I bought was faulty and I was given a 
replacement, but that also stopped working after 
a week. The shop has refused to exchange it, 
saying the second iron was a gift. Is this correct? 

b My parents bought us a washing machine as a 
present but it exploded when we were out. The 
smoke and fire damage is extensive. Who is 
responsible for this? 

c I have written many letters to a local supermarket 
after having found bits of glass in their fresh 
fruit. I still don't have a satisfactory response. 

— ■ ' " ■■ ' ■■■■■ 



Which? answers: 

i As you did not buy the machine yourself, 
you have no contract with the shop. But you 
can claim against the manufacturer under the 
Consumer Protection Act 1987 for 

(2) to your house and any 

(3) injury. Your parents, 

however, can claim for the machine from the 
retailer. 

ii Try contacting the trading (4) 

officer. He / she is responsible for 

(5) of the Consumer Protection 

Act. 



iii No, you are legally (6) 

of a (7) quality. 



. to goods 



Think about intellectual property owned by your business, school or family. What is it, and 
how is it protected? 
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Research 1 



Types of research 

Marketing research is the process of gathering information about a market, analysing it 
and interpreting it. Although the term market research is often used to mean the same 
thing, technically it only refers to research into a specific market. Consumer research - used 
to discover behaviour patterns (how people act) and customer needs (see Unit 20) - is an 
essential element of marketing research. Motivation research investigates the psychological 
reasons why individuals buy specific types of merchandise, or why they respond to specific 
advertising appeals. 

There are two main methods of consumer research: 

■ desk (desktop) research or secondary research: an analysis of the information you can 
find easily without leaving your desk. Examples include the internet, books, newspapers, 
magazines, and government statistics. 

■ field research or primary research: involves talking to people and finding out what they 
think about a market, a product, a business sector, etc. It is usually carried out by market 
research institutes. 

Consumer research can be either qualitative or quantitative. In qualitative research, 
small group discussions or in-depth interviews with consumers are used to understand a 
problem better. Quantitative research involves collecting, or gathering, large samples of 
data (for example, on how many people use different products), followed by statistical 
analysis - examining, or analysing, the data. Quantitative research is often used to 
investigate the findings from qualitative research. 

Note: The singular noun is (an) analysis, and the plural is analyses. Data is used as both an 
uncountable noun and as a plural noun. The data is interesting. The data show interesting 
trends. The activity of analysing data can also be referred to as mining data. 

Research methodology 

A student has made notes while reading a book on marketing research techniques. 



(mmmmvfmmfmmmvrr 

Focus groups: small groups from the target group plus One moderator to mediate Or run 
the session. The moderaior prepares questions for the session. 

Vac\^cx^e test: used to test ideas for new packaging;, could be in a focus group. 

Taste test: used to test what consumers thinly about new favours. 

Home test: consumers try the products at home, in a real situation. 

A self-administered questionnaire is completed Cor filed in) by the respondent, and an 
'nterviewer — administered questionnaire is filed in On behalf of the respondent by an 



l! 

interviewer 



Telephone surveys are carried out by telephoning the respondent and asking questions. 

A mail survey is mailed to the respondent, who completes it and posts it bacl^. 

Online surveys are administered On the internet. 

Mystery shopping: a person poses as a consumer and checks the level of service and hygiene 
in a restaurant, hotel or shop. 

Omnibus surveys: a market research institute carries out (or conducts) research for 
several companies at the same time. A long survey is given to respondents-, some institutes 
have a panel of existing respondents who are accustomed to answering the surveys. 
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8.1 Match the types of research in the box with the research problems below. Look at A and 
B opposite to help you. 



desktop + secondary 
motivation + primary 



qualitative + field 
quantitative + primary 



1 The R&D department want to know why people buy mobile phones so that they can develop 
a new model that answers all the major needs. 

2 The design team want to know how consumers feel about the new layout of the company 
website before they finalize and launch the new homepage. 

3 A manager wants to have financial data on her company, her competitors and the economy in 
general. 

4 The marketing team want to have a lot of data on their consumers: age, shopping habits, 
email address, etc. 



8-2 Complete the sentences. Look at B opposite to help you. 

1 A lot of marketing research institutes carry out surveys. They ring people at 

home and ask them questions. 

2 A is a small discussion group, led by a who asks 

questions to get detailed and qualitative information. 

3 A marketing research institute may prepare a lengthy survey which it posts to 

consumers at their homes. These surveys have questions from several different 

companies on them. 

4 Some questionnaires are completed by the (self-administered questionnaires) 

and some are completed by the interviewer ( - questionnaires). 

5 surveys are usually carried out in-store to assess the levels of 

service quality and cleanliness. 

6 A test is designed to find out what consumers think about packaging, and a 

test is to find out what they think about the flavour of a product. 

8.3 Cross out the incorrect sentence in each group. Look at A and B opposite to help you. 



1 

a We carried out the research last week. 
b We conducted the research last week. 
c We collected the research last week. 



a It can take a long time to mine data. 
b It can take a long time to carry out data. 
c It can take a long time to analyse data. 



a The respondents completed a questionnaire. 
b The respondents analysed a questionnaire. 
c The respondents filled in a questionnaire. 



a We are filling in three focus groups. 
b We are mediating three focus groups. 
c We are running three focus groups. 



a We must run the data quickly. 
b We must collect the data quickly. 
c We must gather the data quickly. 



Over *o ipu ^ 

Think about how you would carry out market research for a 
completely new product (for example, a light bulb that works 
without electricity). What kind of research would you conduct 
during the development phase of the product, and what kind just 
before the product launch? 



Professional English in Use Marketing 



23 



© Cambridge University Press 



www.cambri dge.org 



Cambridge University Press 

978-0-521-70269-0 - Professional English in Use Marketing 

Cate Farrall and Marianne Lindsley 

Excerpt 

More information 




Research 2 



Describing survey results 

There are number of different ways to talk about survey results. 



Recent research 
The survey 
The latest figures 
The key findings 


highlight(s) 

indicate(s) 

reveal(s) 

show(s) 

suggest(s) 


the need to . . . 

that the respondents feel strongly about . . . 

that the trend is upward T / downward I ... 

satisfaction with the service - people are happy with it. 

dissatisfaction with the product range - people don't like it. 

that our consumers would prefer to see ... 



A mere 5% 
Ten percent 
Over half 
Almost 60% 
Nearly two thirds 



of the 
respondents 



said taste was very important. 

claimed taste influenced their purchase. 

cited taste as an important part of the decision to buy. 

rated the new taste better than the old one. 

thought the taste was much better. 



Note: The key findings are the most important findings. 

We use mere when we want to emphasize that the amount is not large, or not important. 
For more information on talking about figures see Appendix III on page 110. 

Understanding trends and changes 

Maggie Potters has just completed a survey of consumer ratings for a brand of mobile 
phones and is making a presentation to the phone manufacturers. 




'The graph shows consumer ratings of the product over a ten-year period. You can see 
that after the launch of the product the ratings rose to 33%. The trend was stable until 
the arrival of a major competitor in the market. This led to a slight fall in approval 
ratings. The relaunch of the brand invigorated the product and so you can see ratings 
rising to 60%, the ratings doubled. However, reports in the national press have had a 
negative effect on the brand image and approval ratings have plummeted. Compared 
to the same period last year, a significantly higher number of consumers have a low 
opinion of the product and the brand image. The percentage of dissatisfied respondents 
has trebled. Although this seems to be very negative, your initial guesstimates, your 
predictions before you had the figures, were much worse.' 
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9 . 1 Read the extract from a survey of blog readers by Blogads, and correct any mistakes in 
the sentences below. Look at A opposite and Appendix III on page 110 to help you. 



+ I http://www.blogads.com 



- Or 



Thanks to the 17,159 blog readers who responded to our survey! 

This survey shows that blog readers are older and more affluent than most optimistic guesstimates: 
61% of blog readers responding to the survey are over 30, and 75% earn more than $45,000 a 
year. 

Moreover, blog readers are even more cyber-active than we'd hoped: 54% of their news 
consumption is online. 21% are themselves bloggers and 46% describe themselves as opinion 
makers. And, in the last six months, 50% have spent more than $50 online on books, and 47% 
have spent more than $500 online for plane tickets. 

Blog readers are big media consumers: 21% subscribe to the New Yorker magazine, 15% to the 
Economist, 15% to Newsweek and 14% to the Atlantic Monthly They are also far more male - 79%! 
- than we expected, versus 56% of NYTimes. corn's readers. 

1 Three quarters of the respondents earn more than $45,000 a year. 

2 Almost half of their news consumption is online. 

3 A mere 79% of respondents are male. 

4 One out of two respondents has spent more than $50 online on books. 

5 The survey suggests that all bloggers are over 30. 

9-2 Complete the description of the graph. Look at B opposite to help you. 




The graph represents intentions to buy (1) a five-year period. The new insurance 

policy was launched in 2000. After the launch, the intention to buy (2) sharply. 

A (3) higher number of consumers expressed a strong interest in the policy. This 

upward trend was (4) for a two-year (5) In 2003 the company 

started to suffer from a damaged reputation, following allegations of illegal trading on the stock 

market. This is reflected in the number of intentions to buy, which (6) just before 

the company name was changed and the policy dropped. 



Look at this extract from the blog reader survey mentioned in 9.1 above. Describe the 
results of the survey as if to your team or manager. 



Have you clicked on a 


blog 


ad? 


Response 
Percent 


Response 
Total 

10161 
3412 
1661 

15234 
1925 


Yes ■ 
















No 1 






ZJ 22.40/0 


Can't recall ■ 






1 10.90/n 








Total Respondents 
(Skipped this question) 
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New product development 1 



Idea 
generation 



Idea 
screening 



Concept 
development 



Concept 
testing 



Marketing 
strategy 



Business 
analysis 



Idea generation 

Idea generation is the systematic search for new product ideas. It is the first step in the new 
product development (NPD) process. NPD is essential for companies to stay competitive. Ideas 
for product innovation can come from many sources - for example, internal brainstorming 
(see Unit 12), distributors, or increasingly from customers. Many companies are adopting a 
customer-driven or customer-centric marketing approach, focused on identifying customer 
demands (what customers are asking for) and understanding consumer needs (what customers 
require to solve a particular problem). Market research techniques (see Unit 8) are used to 
identify gaps in the market. 

Throughout the NPD process, marketers work closely with research and development (R&D) to 
create original products or to modify or improve existing products. New recipes (for example, 
Vanilla Coke) and limited or special editions (for example, Christmas tea) are examples of 
product improvements and product modifications. The product innovation may target a mass 
market or a specific niche market - products for left-handed people, for example. 

Idea screening 

Launching new products is a risky business, so new product ideas are screened to select, or 
spot, potentially successful product ideas. A company has to assess which ideas are viable 
(will survive in a competitive marketplace), technically feasible (the company has the skills 
and resources to produce them), and profitable (will make money). The company also 
considers overall demand - how much they can expect to sell. 

Concept development and testing 

An attractive idea is developed into several different product concepts. Concept testing 
measures customer response to a new product - what customers think of it - and gives an 
indication of the level of consumer acceptance - that is, how readily consumers will use 
the product. The objective is to successfully introduce the new product onto the market 
or penetrate the market, and to minimize the research and development costs. 

Marketing strategy and business analysis 

The marketing strategy (see Unit 4) describes how to penetrate the market. You must decide 
which route to market is best for your product or service. You can produce it yourself, you can 
sell the idea, or you can license the product to another company to produce and market. 

Before moving on to the product development phase (see Unit 11), businesses need to assess the 
financial attractiveness of the new product idea. Companies estimate the sales volume (how much 
they will be able to sell), the selling price (what consumers will pay for the product or service) and 
revenue expectations (how much income the product will generate). 



BrE: licence (noun), license (verb); AmE: license (noun), license (verb) 
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1 0.1 Find words and phrases in A, B, C and D opposite to make word combinations with the 
words below. 



product 




market 




10-2 Complete the sentences about new product ideas. Look at A and B opposite to help you. 

1 A edition pack could be good to celebrate the fiftieth anniversary of the 

product. 

2 We must be responsive and -driven. Have we identified the customer needs and 

demands? 

3 A recipe would work well for a short time, but does it really show added value? 

4 I don't think that would be feasible. We just couldn't produce it. 

5 Is that really going to work? I mean, is it really in our marketplace? 

1 0.3 Complete the text. Look at A, B, C and D opposite to help you. 



n r\ r> 




Here's how I exploited a [1] in the market 

Gecko Headgear Ltd is a designer and manufacturer of marine safety helmets, 
founded in 1993 by Jeff Sacree. Jeff explains how he spotted a gap in the niche 
water sports (2) 



'As a surfer, I could see a potentially (3) 

both lightweight and heat-retaining.' 

'However, surfing is a relatively small market 

and I began wondering if I could [4] 

other markets with my helmet design. 5 

Jeff adds, 'A good relationship with the bank is 
crucial when you're trying to bring an innovative 
product to market. In our case the product 

[5] phase took three years - far 

longer than we initially expected. 5 Jeff decided 

the best (B) to market was to grow 

his business and produce the helmets himself. 



product, a helmet that was 




. 



Oser +o upu ^p! 

Imagine you are talking to Steve Jobs at Apple about his next i-product. Think of three 
questions to ask him about the product. Think of three more questions you could use to 
screen his ideas. 
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Product development 
£t optimization 



Test marketing 



Commercialization 
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Workflow 

Companies need to organize their workflow efficiently to move quickly through the new 
product development process and beat the competitors to market - that is, get to market 
first with a successful product launch. Efficient product development processes increase 
the chance of doing well, or likelihood of success. The amount of time a new product or 
service spends in the development pipeline - or how long it takes to develop - is referred 
to as time to market. 

During the process, the project team, made up of a project leader and the people needed to 
complete the project, completes key activities (for example, carrying out market research) to 
advance the project and collects information to manage risk - to make decisions that will reduce 
the risk of failure in the future. Prioritization decisions are made to identify the most important 
things to do next and resources are allocated to the best projects. An action plan, a list of what 
needs to be done next, is defined. 

Product development and optimization 

Many product concepts exist only as a description - a 

drawing, or a very basic model known as a mock-up. 

For example, car makers prepare clay models of new car 

designs. Product modelling uses CAD (computer aided 

design) to turn ideas into 3D representations. The R&D 

team creates a prototype, a first example of the product, 

to test its functionality and to eliminate product flaws. 

Prototyping helps cut costs and allows for market testing. Ctay model of a new car design 

For software, the first stage is an alpha test, where the program is tested by company employees 
to remove any errors, or bugs. Then the software is sent for external testing; this is known as 
beta testing. 

Product optimization studies are carried out to improve the product or service as it is being 
developed. They may include sensory research to evaluate how a product smells, tastes or feels. 

Test marketing 

The next step is to collect information on how the proposed product or service will 
perform in the marketplace. The company tests the product and its marketing plan on 
a small test market before a full launch. This allows the company to forecast or predict 
sales, uncover problems with the product, and to fine-tune, or adjust, the marketing plan 
(see Unit 4). The amount and type of testing depends on the costs and risks of introducing 
the product. 

Commercialization 

Commercialization, also known as market introduction, is the final stage in the new product 
development process. The distribution network and marketing communications action plan must 
be ready by the launch date or commercialization date - the date the product goes on sale. The 
company may launch the product simultaneously in all markets or prepare a step-by-step market 
rollout in different cities and countries. 

Note: For more on distribution, see Unit 26. 

For more on publicity and promotion, see Units 32-43. 
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11.1 Make sentences using one part from each column. Then match the sentences (1-5) with 
the stages of the development process (a-c). Look at B, C and D opposite to help you. 



11.3 



1 We should carry 


date and now need to prepare the distribution 


plan. 


2 We have completed the alpha 


rollout across 


research. 


3 The results will allow us to fine- 


test and are now ready for beta 


network. 


4 We have planned the market 


tune our marketing 


testing. 


5 We have set a launch 


out some sensory 


Europe. 



a test marketing 

b commercialization 

c product development and optimization 

11.2 Complete the description of product development using words from the box. Look at A, 
B, C and D opposite to help you. 



date 
flaws 



forecast 
launch 



manage 
product 



prototype 
representations 



resources 
success 



time 



After we get the OK for the product concept we need to allocate (1) to the next 

stage: product development. We start by (2) modelling. We have to create a 

(3) which we use to identify and eliminate product (4) in order 

to increase the likelihood of (5) We use CAD to create 3D (6) 

Although there is always pressure to reduce our (7) to market, I think it is 

important to (8) risk well so that the product launch is a success. At the end of the 

product development and optimization stage, the project moves into test marketing, used to 

(9) sales. In the last project we worked on, we carried out a test of the market 

before the full (10) At the end, a commercialization (1 1) ... is set and 

the product is launched, successfully we hope. 

Correct the mistakes in the sentences about the launch of PS3, Sony's gaming console, 
using words from A, B and D opposite. 

1 PS3 spent a long time in the development pipe. 

2 The marketing introduction stage did not go smoothly for PS3. 

3 The original launch day for PS3 was in the spring. 

4 The action rollout in Europe for PS3 was delayed. 

5 The launch event in France was a failure because the marketing communications 
test plan was poorly prepared, 

6 Sony is also launching an international e-distribution net to provide online content. 









Present the different stages of product development. Use a fictional or real product to 
illustrate your talk. 
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Brainstorming 




The brainstorming session 

Brainstorming is a technique used by marketers during product naming to find new 
names for products, or during product development (see Unit 10) to find new products 
and to generate ideas. 

There are three roles for participants in a brainstorming team: leader, scribe and team members. 

Before the session, the leader needs to define a problem statement - for example, 'how to sell 
more of our biscuits'. The problem statement needs to focus on the aim of the session, but it 
must be open enough to allow innovative thinking. 

The leader must also set the ground rules for brainstorming; 

■ All ideas are welcome. During brainstorming sessions, no judgements or criticisms should 
be made of ideas. Do not criticize ideas. Do not evaluate ideas. They can be modified later. 

■ Change involves risk-taking, so it's important to be open to original ideas. The quantity of 
ideas (how many there are) is more important than the quality (how good they are). 

■ There is no ownership of ideas - the ideas belong to the group. Participants should 
'hitchhike 5 on, or build on, other people's creative ideas. 

The scribe needs to write down, or note down, every idea - clearly, where all the team 
members can see them. 

Brainstorming techniques 

You may need to get the creative juices flowing (get people thinking more creatively), and 
encourage people to think out of the box - look at a problem from a new or different angle. 

One common technique is to use a random word as a starting point for possible solutions. 
There are many random word generators on the internet. 

Michael Michalko is a creative thinking expert. He uses a technique called combinatory 
play. Random words are listed and then put together. You play with the combinations 
until you find a promising new combination. For example, suntan lotion and insect 
repellent combine to form a new product - one lotion that protects against both the sun 
and insects. 

One final technique is to ask novel questions (new or different questions) that will 
stimulate creative answers, for example: 'Which noises do you associate with pencils?' or 
'What other uses do people have for pencils?' 

Suggesting and building on ideas 

During a brainstorming session for the name of a new toothpaste, the brainstorming team 
say the following things: 



J 



This Is probably cra^ but what about using an animal name for the paste? 
Interesting suggestion. Lets go bad^to Sallys idea about using the word cool . 
'Cool White' is a good name. It makes me think of white teeth. 

Its a bit obvious, isn't it? Just a suggestion - couldn't we try a different colour? Blue perhaps? 
I've got it I I have the perfect solution. ^ 



If we Combine your idea with Sallys, 
well have Cool Blue. 
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12.1 Choose the correct words from the brackets to complete the brainstorming rules. Look at 
A and B opposite to help you. 

1 It's a (brainstormer / brainstorming / brainstorm) session. The purpose is to (generate / 
evaluate / generalize) ideas. 

2 Please don't (criticize / define / diagnose) or judge the quality of other people's ideas. 

3 We're looking for quantity, rather than quality. We can (modernize / moderate / modify) ideas 
later, 

4 Build (up / over / on) each other's ideas. It is this building of ideas that leads to (outer / 
out of / over) the box thinking and fantastic ideas. 

1 2.2 Complete the sentences (1^4), and then match each sentence with the participant who says it 
in a brainstorming session (a-c). Look at C opposite to help you. 



I 

it 



i 



Hew, Iv 



it! 



J 



I ve no-Led all 

the ideas. Thanks , everyone. 



J 



Thahks> John. Let s go .. 

to Peter s idea about the ... 



j 



OK, everi/jOne, try to stay focused 
, the problem. 



a the leader 
b the scribe 
c a team member 



12.3 



12.4 



Match the two parts of the sentences from a brainstorming session. Look at A and B 
opposite to help you. 

1 I'd like to remind you all of the ground 

2 I hope you've been thinking about the problem 

3 Today we need innovative 

4 Don't be afraid to take 

5 So, the random 

6 Thanks for a very productive brainstorming 



a risks - no one will criticize you. 

b session. 

c word is 'butter'. 

d statement I emailed you. 

e rules before we start, 

f thinking for a new product name. 



A company called Speechmark is brainstorming ideas for the title of their internal newsletter. 
Complete the sentences. Look at C opposite to help you. 

1 Today we're looking for a two-word title for the newsletter. You all know the ... 

rules - let's get started. 

2 Here's a list of keywords to get your creative flowing. 

3 we use the company name in the title? 

4 Good suggestion. What , .. the other word? 

5 Just a - couldn't we try 'inside'? 

6 I like that - it me think about being at home. 

7 So, if I those two ideas, we'll have 'Speechmark Inside'. 



Over +o tpu 

Brainstorm a new product for the silver market (see Appendix V on page 112). Use a 
random word generator from the internet to help you get your creative juices flowing. 



Professional English in Use Marketing 



31 




Product and service types 



Product types , 

'■ ..... $ 

Raw materials - such as cotton, gold and oil - are used to make, or manufacture, other 
products. A group of related products made and marketed by a manufacturer is a product 
line. There is usually a logical grouping of products - for example, Faber-Castell produce 
writing instruments, both high quality pencils for children and adults, and also high 
quality pens. A product type is a group of products offered by different companies, which 
are technically similar. However, there will be variations in terms of price, appearance 
and marketing. A good example is cosmetics and make-up. A product class is a group of 
products that may be considered as substitutes for one another. H&M and Zara clothes 
are in the same class, Christian Dior is the same product type but not in the same class. 

Word combinations with 'goods 1 and 'products' 



convenience 

fast moving consumer 

consumer packaged 

white 

brown 

atWW 
perishable 

durable / hard 

nondurable / soft 



: products with a high turnover and relatively low price, 
such as table salt or shampoo 



: major household electrical goods which are usually white,, 
such as freezers^ washing machines and dishwashers 



goods 



major household electrical goods that are not usually 

white, such as camcorders, televisions and DVD players 
: ,:. — . : 1 — : 



goods that have a limited shelf life and must be consumed 
relatively quickly, such as fresh fruit, fresh meat and eggs 



goods that last for a long time - they cannot be easily worm- 
out or used up, such as cars, furniture and white goods 



goods that are used up or last for less than three years - 

for example, perishable goods s consumable supplies such as 
CD ROMs, or ink for a printer 






green 
generic 



healthcare 



products that are not harmful for the environment (see Unit 5) 



products 



products sold without a brand name, usually in a supermarket or 
in a pharmacy as alternatives to brand name drugs (see Unit 16) 



: products that are beneficial for your health and well-being - for 
example, vitamins and plasters -^i-^J^ \*Atf--r-*. ■ 



-W- 



^Note: The expressions fast moving consumer goods and consumer packaged goods are often 
abbreviated to FMCG and CPG. Perishable products and goods can also be called perishables. 
Durable goods can also be called durables. 



Types of service 

A service is a non-material good, provided hy a company or an individual. 

Common service types are; 

childcare (childminders, kindergartens) 



financial (bankings real estate) 
consulting (business and financial advisors) 
risk management (insurance and security) 
cleaning and maintenance (office cleaners, 

gardeners) 
education and training (private schools, 

adult colleges) 



healthcare (doctors-, hospitals) 
hairdressrng (small salons and large groups) 
telecommunications (mobile phones , fixed lines) 
entertainment (cinemas, theatres) 
tourism (hotels, airlines) 
marketing and advertising (consultancies and 
agencies) 
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.umplete the magazine article. Look at A opposite to help you. 

i^C,-- . ... ..;•■■• ..,,. : . l&ifc§"'. 

Artificial diamonds may outsparkle genuine articles 

Diamonds, one of the world's most beautiful and is attracting interest from jewellers and 

-ought-after (I) .'.:•. ;.„.,„...... .......... , (4) '.. of semi-conductors. 

ire now facing stiff competition from artificial D B Diamond Trad i ng Companv denies 

* ems - claims thai the artificial diamonds arc in the 

Apollo Diamonds, based in Boston, and Florida- same (5). ;.../.,.;„;. „as natural 

based Gemesis both (2) ...^X^SfS artificial diamonds. Natural gems 'have a mystique and an 

diamonds with equipment that replicates the emotional value to them with which synthetics 

high pressure and temperatures found within the can never compete', said Gareth Penny, of 

earth. This new (3)...:.:.:;;::::.:.....^ De Beers, 



Make word combinations with goods and products using words from the box. One word 
can be used twice. Then match the word combinations with the pictures (1-7) below. 
Look at B opposite to help you. 



brown convenience hard healthcare nondurable perishable white 






products 







Over + o ipu 

Keep a purchasing diary for a week and note down all the product and service types you 
buy. Which ones do you spend most money on? Which ones do you purchase most often? 



1 Purchasing diary 


1 Date 


Price 


Quantity 


Brand 


Item description 


12/06 It 1.20 


1 


b<flJ\0*A 


Four p>&ck of (\&-buraJ yoghurt 


QI^^HES^HHBBHffi^HI BHHBIHHBBHHl^^^^^^^^B^BBHBHBB^^H 
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Product life cycles 



The Boston Consulting Group Matrix s 

The Boston Consulting Group Matrix was devised in the 1970s as a planning tool for marketers 
to help them analyse their product lines and decide where to allocate money. Market growth 
rate, the speed at which the market is expanding, is pfcttecfagainst relative market share - the 
percentage of consumers in the market that buy your service or product. Products or services 
have either high or low market growth rates or relative market shares. 

Inside the Boston Box 

In the matrix, products or services are divided into four ^- 

different types. They relate to four stages in the product < ™ 

life cycle (PLC). | 

Note: Problem children are also known as question marks; g 

stars are also known as risinq stars. *§ □ 

y | i 

high low 

relative market share 



stars 


problem 

children 


cash cows 


dogs 



Stage of PLC Position in the matrix 


Product 
launch 


Problem children are products or services that are not yet established, or 
well known, in the market. They will consume resources - for example, time 
or money - before giving a return on investment (ROI). In some cases these 
products or services may never be profitable - make the company money - 
especially if they are in a slow-growing business sector or a saturated market 
such as diet drinks or the mobile phone market. 


Growth 


Stars have both high market growth rate and high relative market share. 
These products or services are probably in a fas t-gr owning business sector. 
They generate high cash flows, but are not always profitable. Profitability 
depends on the amount invested in the star. 


Maturity 


Cash cows have high relative market share, but little market growth. They 
are products or services that consumers know, trust and consume. They 
generate profit as they don't need much investment. They can be used to feed 
research and development for other products. 


Decline 


Dogs are products or services that have low relative market share and low 
market growth. They consume resources and do not create profit. They may- 
generate a negative cash flow - that is, they make a loss, ^The best course of 
action is to raise prices to maximize income, known as harvesting, before 
finally dropping the line - taking the product or service off the market. 
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Growth Maturity 



Decline 




Time 
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14-1 Put the words in italics in the correct order to complete the sentences. Look at A and B 
opposite to help yon. 

1 Boston Consulting Matrix The Group is used as a planning tool. 

2 It concerns the cycle _ life product. ^ _, 

3 A product with a market relative high share and market growth rate low is a cash cow 

4 Cash cows can bemused, to frjnd development research and for new products, 

5 Stars may cash high flows generate but are not always profitable. 

6 Dogs may cash negative flow generate. 

7 It may be necessary to line the drop. 

8 Question marks will consume resources before a return investment on giving. 

14-2 Decide where the following services can be placed on the Boston matrix: as question 
mark / problem child, star, cash cow or dog. Look at B opposite to help you. 






Network protection 

Protect your network from hackers 

and viruses. 
Contact us today for the latest in 

network protection. 
Now over 5,000 happy clients. 
Join the fastest growing safe online 
community. 






■,,,.;. 




Summer S/*le^ ; * 
Book Now 

Visit our online store to find reductions on 
weekend breaks in North Wales 
Hurry: some of our hotels are hefkj 
converted into private apartments 
Offer ends October 3ht 






%$m tow 



Join The Diet Club 

Lose weight quickly and safely 
Millions of slimmer clients 
Read their testimonials 
The Diet Club: trusted nutritionists 

delivering sound advice 

for generations 



^ 



New service 

You can now raise money for 
your favourite charities by using 
CharitySearchCfick.com. All you need 
to do is use CSC every time you 
search on the web P and we wifi donate 
half our profit to your selected charity. 
Try it today and tell your friends. 






' 



1 4.3 find nouns and expressions in A and B opposite that can be used to make word 
combinations with the words below. 



generate 














o> 



market 




fh A 



Search on the internet or look in a supermarket for products and services to complete a 
Boston Box. Try to find at least one example of a star r a problem child, a cash cow and a dog. 
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Selling products and services 



15,1 




The seller 

The sales force (see Unit 31) are the people who sell a product or sell a service, Their 
goal is to close a deal and make a sale. These people are trained to push back, or counter, 
arguments against their sales pitch {how they try to sell to you). 

The general term for a person who sells for a living is salesperson. However, several other 
variations of the job title exist, depending on the job itself. For more information, see 
Appendix I on page 108, 

The purchaser 



Type of selling Description of purchaser and supplier 


business to 
business 


B2B 


A purchaser (or buyer) in the procurement department is employed 
by a company to get the best deal from their suppliers (the lowest 
price or best payment terms). 

Retail buyers work for supermarkets or other types of retail outlet. 
They negotiate retail listings or supermarket listings with suppliers, 
meaning that the retailer agrees to list die product as something they 
sell. The supplier needs to secure a listing or get the products listed or 
the outlet will not give' shelf space to the product - that is, display the 
product in the store. 


business to 
consumer 


B2C 


Individual clients or customers buy from a shop or an online store 
(see Units 26 and 30), 


consumer to 

consumer 


C2C 


Individual people sell to other individuals. The classified ads in local 
newspapers are a good example. C2C has become more common 

thanks to internet sites such as eBay 



15.2 



15,3 



Selling a service 

A product is tangible, meaning it can be touched, A service, such as business consulting or 
healthcare, is intangible and does not have a physical presence, Packaging your service to 
make it look like a product is a frequently used marketing technique. 

A marketing student is making notes from an article offering advice on selling services; 



Package your different service levels. Create 
bundles that are easily sellable and that 
cater to your customers' varying needs 
and budgets. A high- end package for a car 
maintenance plan may include picking up 
the car for service and cleaning the interior. 
A low-end ; prepaid package could include 
a reminder phone call for service and an oil 
change, These levels are differences in the 
actual deliverables and the total value. 

Combine services to create a new offering. 
For instance, as a marketing consultant, you 
could join forces with a copywriter and a 
graphic designer to create a 'Business Start- 
up Success' package. 



sen/Ice Levels == $iffiri*\ziv fdcgd 
Levels oj ^ir-JiLt flt dtffermt zyMitij 



buttles = services ua. niwp&ihflt ft re 

soid toQEvHtv 

tf&tK-fll delivers bUs = 
coiA&nme-r react ves, >.-: " 

total val\A.z = the '. 

the lv^. widuc. l ■ t . AsiLe 



(Fffff 
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15-1 Complete the sentences, Look at A opposite and Appendix I on page 108 to help you. 

1 Our sales ,,..X^.?:M ™.. is very effective. They sell a lot of products. 

2 A sales ,„£1JL.<..„ .,„ came to the office yesterday. 1 didn't like his sales L .1.1,. at all 

- he just talked and talked and didn't listen to what I was saying. 

3 I'm a sales 1^±^±.^ I work for an insurance company in Geneva. 

4 As soon as a customer walks in, T know if I am going to ..^™7.,£w. a sale, 



15,2 



Choose the correct words from the brackets to complete the advice for food and drink 
companies on the Scottish Food and Drink wehsite. Look at B opposite to help you,. 



M _0_\ ; _+J http://www.scottfshfoodanddonk.com 



Need to increase (1) (retail-buyers / shelf space) to grow the business but not 

sure how? The first step is to secure (2) (a listing / an-outiet), then you can target 

growth through increased sheff space. However, space is always at a premium and success wilf 

depend on a number of factors. Convince the (3) ._...„.„, (retail buyer / pracurefrterit 

department) that your product is worth more space by showing him or her what other retail 
(4) (Its&ngs / outlets) in the local area are doing. 

1 5.3 Two marketers are talking about how to market their investment services. Match the two 
parts of the sentences. Look at C opposite to help you. 

y> 1 Let's start by looking at turning the service into a product. Our investment services are 

A 2 Yes, we could try to create 

r- 3 I don't know, our business is really too complicated for prepaid 

_ 7 A Our clients really need us to cater 

h5 Well, we could think about different service 

« 6 Do you mean high and low 

$3 Yes, and we could combine different services to provide a new 

a bundles of different investment services. 

b levels for differing budgets. 

c offering. Say, life insurance, real estate, shares, bonds, savings accounts combined into one 

easy to manage portfolio. 

d intangible so it might be an interesting approach for our clients, 

e packages. 

f end packages? 

g to their individual budgets and needs. 



Over +o tpu 

Create a sales pitch for a small 
business. Think about how to package 
the service and the selling points. Look 
at the example to help you. 



W?i 



fMUmBilm; u&> 



Phil's Cool Pool Service 

Weekly or monthly cleaning, Equipment 
checked and all chemicals Included for 
£85 a month. Chemical only service £35 
per month. Fully trained pump repair staff. 
Call Phil on 07785 254872 
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Branding 1 



What is a brand? 

Most companies decide to brand their products or services 
by using a name, a symbol or a design to identify it and 
differentiate it from the competitive set - that is, rival 
brands. Consumers can easily recognize the brand and the 
brand values - what it stands for (sec Unit 18). 

A brand name is the name given to a product or a range 
of products - goods of a similar type that are marketed 
together. This may be the same name as the company 
(for example, Coca-Cola) or it may be a different name 
(for example, Apple's iPod). The trademark is the legal 
protection for the brand (see Unit 7), its logo (see Unit 44) 
and its brand name, 



BRITISH AIRWAYS 




em 




Branding 



$&*$& 




i*®s*» \ 



\JjF< £<D1tfWl 



A brand manager is responsible for branding - creating, maintaining and building a 
brand. He or she works on all aspects of the brand: 



the brand image 


How the consumers see the brand: the values they associate with it. 


the brand essence 


One core concept which defines the brand. It is normally expressed in a 
short phrase or just one word. A good example is 'Volvo equals safety'. 


the brand promise 


The explicit promise the organization makes to its target audiences, 

including employees, about the quality and use of the brand. 


the brand vision 


The brand vision communicates where the brand is and where the brand 
can go. It talks about the values the brand has today and the values it 
will need in the future, as well as the communication tools needed to 
achieve this. 



Word combinations with 'brand' 



a premium brand 


a high quality brand, more expensive than its competitors 


an economy brand 


a brand that is cheaper than its competitors 


an own brand 


a brand that is made exclusively for the retailer that sells it; also known 
as an own-label brand or a private label brand 


a brand leader 


the best-selling brand in a particular market 


a no brand 


a product that doesnt have a brand associated with it; also known as a 
generic brand 


the flagship brand 


the brand for which a business is best known, and which represents its 
image most appropriately 


co-branding 


two brands working together to create a new product - for example, 
Intel Corporation and Apple Computers Tnc 



Note: We can also talk about a flagship store or a flagship shop. 



3a 
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1 6, 1 Complete the crossword. Look at A and C opposite to help you. 




Across 

2 To make your brand different from other brands. (13) 

3 This type of brand is produced for and sold in supermarkets: Q^.-IL ...-label. (3) 

5 A J^L&££& brand is also known as a no brand. (7) 

6 A well-known product that best represents the brand. {8) 

8 A set of products grouped under rhe same brand. (5) 

9 A type or" brand that is less expensive than some similar products. (7) 
Down 

1 Using a name, symbol, logo or design to identify a product, (8) 

4 This type of brand is luxurious and more expensive than some similar products, (7) 

7 The best-selling brand in a product category is the brand ±±.1±!:. .„ . (6) 

Read what the brand manager says about the brand and identify whether she is talking 
about the brand image, essence, promise or vision. Look at £ opposite to help you. 
1 

Us fne contemporary chocolate, j ?^ u c * 

When the consumers buy Cur chocolate they are m $fej a statement about how 
much they enjoy the ^r things in life. Its about treat cng uOurself to a moment 
Of indulgence. You can share the chocolate with someone close. It's about pleasure. 

its luxury, sure, but its also really trendy aM modem. In a reCeht survey 
consumers said our chocolate was upmarket \ classy' and 'distinctive 1 . 

Chocolate in general is Considered to be bad for your health and t*% VJe need 
to convince our consumers that it can also be good, its full of magnesium and it s 
nearly W% pure cocoa content. Its a luxury product, so we will worlton packaging 
and maybe do some artistic colour ads h glossy magazines, such as Vogue. 









fa'S/v*' 



Over +o ipu 

Ttitnk about your favourite brand. Prepare a presentation of its brand image. Use 
information from the company's website. 



Professional English in Use Marketing 



39 




Branding 2 



wamsnnm 



Brand platform 



the brand vision 

(see Unit 16) 




The brand platform 

consists of . , . 



the brand mission 
- how to take action 
on the brand vision 




the brand values 
(see Unit 18) 



the brand personality 
-the human characteristics 
associated wifh the brand 



the brand tone of voice - the language 

the brand uses to convey its values 
(serious, humorous, etc) 



ftp 



skc\ 



Dfy&tf* J 



Brand management 

Brand management, the application of marketing techniques to a brand, was first used 
by Proctor and Gamble in the 1930s. The brand strategy {see C below) shows how the 
brand will meet its objectives. It influences the overall business strategy of a company 
to ensure consistent brand behaviour, meaning what the brand does and how it acts in 
all advertising media, and consistent brand experience - the exposure and interaction a 
consumer has with the brand, Total branding refers to a consistent approach to brand 
behaviour and brand experiences across all possible touchpoints - wherever the consumer 
has a brand experience: TV, out-of-home, at a friend's house, etc. 

Brand strategy 

A marketing manager writes an email about brand strategy to his contact In a 
communications agency. 



606 



New Message 



... Last year we launched the brand in a new market; this year we need to 
establish the brand arid rtigfee it stronger. It's too early to rebrand - change the 
name - but we could stre tch the brand to include holiday reservations as well as 
holiday insurance. This brand extension will help us to market the brand to new 



CO 



nsumers. Our brand positioning of reliable holidays allows us to enhance th 



brand, improving it in this way. 



1 



Cr-Ctt^,. 






More word combinations with J brancT 



brand leverage 


using the power of a brand name or part of a brand identity (colour, 
similar name, typeface, etc J to build or launch another brand 


mai n ta i n i ng '•■' , -< v, ' c ' - j ■'■ - '•■ 
brand equity fefiv&tf- 


protecting the value of the brand name 


huilding 

brand preference 


increasing the number of consumers who prefer the brand over 

another 


building 
brand loyalty 


making sure your consumers want ro buy your brand again and again 
(also known as increasing brand retention)- \a&*4 '// ?V^ ^4 -.- 


building 

brand awareness 


increasing the number of consumers who know about your brand 


building 

brand consideration 


increasing the number of consumers who consider buying vour brand 

V' - 
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17.1 Read the notes made during a brainstorming .session on an online supermarket's brand platform, 
and say which part of the brand platform they refer to. Look at A opposite to help you. 



BfflbLtl/ut 

CarefUL 









Amusing Online- ads 
Modern website, design 
Bright colours 

look. 



frwild corv^tde.r^tiDi\ 
by direct £Mftili*<3 

with ^cidJ o-F£e.r£ 



1 7.2 Match the examples (1-4) with the summaries (a-d). Look at C opposite to help you. 

£.1 Apple invented the iPod. They started to market it. 
: 2 After a successful launch, Google got more and more market share, 
^3 Coca-Cola created new products (Diet Coke, BlaK, ere.) using the same brand. 
-\4 Beauer's coffee changed the company name to Biggby Coffee at the beginning of 2008. 
The new name appears on signs and marketing material. 

a They rebranded. a^ 

b The brand became established. ~^^ 

c They launched the brand, 

d They stretched the brand. 

.3 Decide if the sentences below are true or false, and correct the false sentences. Look at A, 
B and C opposite to help you, , i 

1 An advertising campaign is an example of brand values. 

2 The brand steategy is a statement of the human characteristics or a brand. 
l3 Cinema advertising, packaging and website design are .all examples of touchpoints, 

4 You stretch a brand when you start communicating in a new advertising channel, 

5 A brand that uses the same style in all its communications is doing total branding. 

6 Brand management, brand vision- and brand personality- are all part of the brand platform. 

\ Label the sections of the purchase funnel Look at D opposite to help you. 



% *£**** jflp'W^i-jyA 



Consumers know about the product - 



Consumers think about buying the product- 



j\ Cfr*» rC nfTtf™** %&*\ 



Consumers like the product more than other products* 



U $*Hw 



Consumers always buy the product ^» 



^ft&*&*Xh f **v) 



Over +o tpu 

An interesting theory is that you can brand people. Think of a politician or a famous 
person in your country. How would you advise this person on his / her brand platform? 
What changes would you suggest to the brand strategy? 
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Brand values 



Common brand values 

Brand values are the code by which the brand lives and operates. They express how the brand 
wants to be seen by its consumers. Every brand has its own values, but there are some common 
brand values, which can be divided into subsets: 



Trust 






A brand may be respected because it shows it is knowledgeable about, or has a very 
good understanding of, its area of expertise (for example, computing or finance) or its 
consumers. Many quality national newspapers have a strong heritage r they have built 
strong, lasting values over many years. They are trustworthy and dependable brands, 
often with an international outlook - reporting news/ro m other countries. Some brands 
speak about their trusUvorthiness - their integrity, hbnestf and responsibility - and act in 
ways that are fair for the consumer and the environment. Other brands demonstrate their 
leadership qualities - the skills and knowledge to lead others. The IJrmx v operating system 
and some open source software organizations allow consumers to contribute to their 
brand values: being accessible, diverse, inclusive and independent. 



# 



L am ^QcA for you. 

tffffffff 

Customer satisfaction is key for brands that offer values like great taste, low cost, value for 
money or good quality. Brands speak about flexibility, simplicity 'and practicality. Being easy to 
use is a positive value. Some brands focus on a healthy lifestyle and are nutritional, fresh and 
natural. Some brands show they are caring and want to look after their consumers, A good 
example is the toy retailer Toys W R" Us, which includes educational as one of its values. 



I mti% you feel ^>oi. 



Companies can use experiences and qualities as brand values: 
discovery; the brand helps you discover or find out about things 
pleasure: the brand gives you an enjoyable experience y^h^ 
passionate; the consumer and the brand share the same passions or strong feelings 
inspirational; the brand can inspire the consumer to think about new things 
Cf "vibrant or fun; the brand offers amusing experiences 

active or dynamic: the brand is enthusiastic and has a lot of energy; it is constantly 

changing and adapting to the consumer 

luxury: the brand promises high levels of comfort and beauty at a high price 



wJiSMM 



' 



1 am tjOur ccni&v^ocrar^. 

Brands often mirror their consumers 5 values with their own. Young and modern brands 
will list in their brand values qualities like modern, innovative, creative and technological, 
More traditional brands will give their values as classic, heritage, authentic and original. 

Describing brand values 

When describing brand values we can use both adjectives and nouns. We can say *We are 
a modern and innovative brand' or 'Our values are modernity and innovation'. 

For a list of adjectives and nouns to describe brand values, see Appendix IV on page 111. 
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1 8.1 Florette produce a range of ready-to-eat salads and salad dressings. Read what they say 
on their website about their brand values, and choose the correct heading from the box 
for each section. Look at A and B opposite and Appendix IV on page 111 to help you. 



1 Educational 


Dynamic 


Freshness 


2 International 


Modernity 


Value for money 


3 Innovation 


Naturalness 


Honesty 


4 Pleasure 


Pun 


Knowledgeable 



o o o 



_C_]-[jU http://www.florette.com 



?Qr 



Florette is the undisputed European leader. This leadership is the result of a powerful brand 
identity built around clearly defined values: 

♦ (1) J^gKiJ-ISi^ltft production chain is kept as short as possible. Florette products are 
fresh and crunchyl 

• $)$mk^$i»M^ Products are adapted to new trends and behaviour (snacks, lunch- 
packs, etc.) 

* (3) ^z^tS^ti Healthy products, ready to eat or cook: eat well and be good to yourself 

at the same time. 

• (4) SlbsSSS Our collections cover all situations: from everyday meals to special 

occasions. 



1 8.2 Choose the correct word from the brackets to complete each brand value statement. Look 
at A and B opposite to help you. 

1 Our (trus^voithiness / outlook / flexibility) means you can easily adapt the service to your 
needs. 

2 We value (fpe-sh / simplicity / inspirational) and we design our products with this in mind. 

3 Our product is (easy- to be /easy to use / easy.~to-cost). 

4 We are (knowledgeable / luxury / heritage) about food. 

5 We are a .low cost, value for (lifestyle / fun / money) brand, 

1 8.3 Complete the brand value statements using words from the box, Look at A opposite to 
help you. 




innovative 



Inspirational 



Luxury 



Respected 



1 Technology: we are ..iS.i:'f.l..L„l and creative from product concept to packaging and 

delivery. 

2 ..£'... : wc have a strong heritage in our area and we are knowledgeable, 

3 J^ii^k^^ : we value creativity, ours and yours. Together we build a more vibrant world, 

4 .. .:.„..L, .,./. : we believe that beautiful things have a high value and arc worth the 

investment* 
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Market segmentation 



What is market segmentation? 

Market segmentation identifies groups of buyers with 
needs and demonstrate similar purchasing behaviour, 
demographics and psychographics. 

Demographics 

m Age group or age bracket: their age, for 
example 21-25 

■ Sex: male / female split - for example, 75% 
of Elle readers are women 

m Religion or ethnicity: Hispanic, Asian, 

American, white, black, Muslim, Jewish, etc. 

■ Income: how much money a person earns; 
how affluent, or rich, they are 

■ Life cycle: single, married, with children 



in a market who share similar 
Market segments are described by 

Psychographics 

■ Education: the highest 
qualification that a person has, 
such as a diploma or a degree 

■ Attitudes and opinions: how 
a person feels or thinks about 
issues, people, brands, etc. 

■ Lifestyle: a way of life that 
reflects a person's values and 
attitudes 



How does market segmentation work? 

Demographics and psychographics are used to target a segment by using dara to build up 
a customer profile - the image of a typical consumer. People can be targeted as individuals 
or as a family group that lives together and makes up a household. Marketers use the 
xABC socio-economic categories to target groups. In the UK this is known as ACORN> 
which stands for A Classification Of Residential Neighbourhoods, For a list of categories, 
see Appendix V on page 112. 

ABs are a prized customer segment, as they have a high disposable income and strong 
economic power - that is, they have money to spend. Housewives who stay at home and 
look after the family are often the main shoppers for a household and are frequently targeted 
by marketers for certain types of products. Marketing messages that appeal to singles 
(unmarried people) will not be the same as the messages that appeal to the specific tastes of 
people married with kids. City dwellers, also known as urbanites - people who live in a city 
or a large conurbation or metropolis - will have di fferent preferences from country dwellers. 
Commuters travel to their place of work from the country or suburbs and 
can be targeted on public transport or on our-of-home advertising along 
roadsides (see Unit 35). 



BrE: conurbation; 
AmE: metropolis 



Common market segments 

Although every marketing department has its own definitions and names for the market 
segments they target, there are some common terms, in 1962 Everett Rogers described five 
market segments in his book Diffusion of Innovations: 

Innovators create something new and start a new trend, 

Early adopters identify trends early and like to be associated 
with the stain of a trend. 

Early majority follow the trends set by the early adopters. 

Late majority 7 follow the trends that have been tested by the 

early majority. 

Laggards ate the last group of people to buy a product or brand: 
indeed they may never buy it. 

Market segments may also be divided according to professions, lifestyles or age groups. Eor a 
list, see Appendix V on page 1 12, 
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19-1 



19.2 



19.3 



Delete the incorrect word combination in each group. Then use the correct word 
combinations to complete the sentences below. Look at A, B and C opposite and 

Appendix V on page 1 1.2 to help you. 

1 2 3 4 

a customer segment l a early adopters a marker adopters a m^iedti^ajority 

b custemeriiousehold b early majority b silva-uiiarlcet b late majority v 

c customer profile l/ c earJ^market c market segment ■_ c early majority 

1 :C»\:»L.„...» like to try out new trends and products. 

2 The .m.l^± /^£i:hL....„. is getting bigger as people live longer. 

3 The -:.:k.„ Ifi^S^iSjfc. ^7 products that are well established in the marketplace. 

4 Companies can build up a £fr^^??.:^l „*„*-# using market research. 

Complete the text describing market segmentation for children's ait supplies. Look at the 
page opposite and at Appendix V on page 112 to help you. 



Kids' arts and crafts market growing 



Kids' aits and crafts is brighter than ever, say many retailers. This (1) : 

segment is growing without question, We're seeing a larger -population of young kids 
entering school than in previous years and creating a great opportunity/ said Wal greens' 
spokesperson Yvette Anne Venable. 

An increasing number of products are (2.) .,„..-,.,'„..„.;,... at parents and grandparents who 

want their kids to be smart and creative, not just television junkies. Grandparents are a 

customer segment with strong economic (3] ! .., It is relatively easy to 

(4) .Jld „ to them using positive images of their grandchildren. 

Steven Jacober, SHOPAs president, agrees: 'Ait supplies and crafts continue to grow, This 

ties into the baby (5) : : generation, the way they are raising their children 

and their tendency to make everything a learning experience. There are a lot of different 
| factors, and. the demographics support continuing growth of the marketplace,' 

• Arts and crafts are targeted at households with f6] ,„.,„;„; ! , , kids aged 12 years and 

under. 

-. 

Complete the descriptions (1-5) using words from the box. Then match the products with the 
market segments (a-e). Look at Appendix V on page 112 to help you. 






affluent 



appeal 



income 



ife cycle 



lifestyle 



-a j 



■"I . "' 

1 health insurance that covers the needs of people late in the ,. .&.„',-,:,., ,.„ 

2 a hair care range for men with a modern MJk&}fyJk and a self-indulgent attitude - 

3 a new TV channel broadcasting programmes ttoat ^S^M-t^ to homos exualsfflO 

4 a luxury range of executive stationery for an ..^,:i#:&^. market segmented' ) 

5 cheap to produce but fashionable sports shoes for a low ,JX:C.?™X.,,„ segment! C , 

a gay and lesbian market c teenagers e O level executives 

b the silver market d metrosexuals 



Over +o tptA 

Think about yourself. Which market segments] are you in? Is it the same for your friends 
and colleagues? List some products or brands that are targeted at you. 
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Customer needs and behaviour 





Maslow's Hierarchy of Needs 

Abraham Maslow was a twentieth -century social 

psychologist. His pyramid of basic needs is one 

of the most cited models in marketing. Matt 

Robinson, a senior marketer for a high street 

bank, uses the model in a talk to the management 

team: 

'Imagine that Mr Singh comes to see us about his 

pension plan. Of course, we talk about his hopes 

and desires for his retirement. We usually start 

with how to meet his physiological needs; by 

this we mean how he will pay for his food and 

housing - this is a major customer concern. We 

will also talk about safety needs, how our client will protect himself and Ins family when 

he is retired. We think about social needs: will he still be able to afford membership of 

the golf club? Then there is the Porsche that he drives to the golf club. This is an example 

of an esteem need - to maintain his lifestyle and social status. We talk a lot about golf in 

fact! There are~also self-fulfilment needs: here we consider all Mr Singh's personal projects 

and dreams. We have to work out how much money he will need to invest today m order, 

for example, to be able to travel the world when he retires; 

Marketers are interested in customer needs as these can explain customer wants or desires 

for a specific product or service. 

Consumer Life Cycle (CLC) 

Just as products have a life cycle, so do consumers - the Consumer Life Cycle, or CLC. 
Matt Robinson talks about this: 

'Of course, the banking sector is highly attuned to consumer life cycles - we're able to 
understand how a customer's needs change over time. We exploit this by offering different 
services as our clients age, from their first savings account as a child, to a first current 
account, to mortgages, life insurance and retirement plans. Some people criticize us lor 
creating' needs, for making people believe they need products that they don't. But I really 
think we try to fulfil, or satisfy, customer needs as they change over the years, \ounger 
customers do not have the same desires as retired people,' 

Purchasinq behaviour * * 

Purchasing behaviour or purchasing patterns refer to what a consumer buys, and when 
and how they make their final purchasing decision. The first step is usually awareness of 
the brand (see Unit 17). The consumer forms purchase intentions - plans to buy things 
- which they may or mav not act on. Routine purchases of the same products on a 
repetitive basis (for example, coffee from the coffee machine at the office) have low levels 
of personal involvement. Major investments (such as buying a car) or impulse pur chasing 
(such as buving some new shoes or a CD on the way home) have higher levels of personal 
involvement. Some consumers have very high levels of loyalty to a brand or product and 
they will always buy the same brand. 






,\ 



-W 
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20.1 Match the needs from Maslow's pyramid (1-5) with the reasons for buying certain 
products (a-e). Look at A opposite to help you. 

1 physiological needs 
J2) safety needs 
3 social needs 

esteem needs 
self-fulfilment needs 

,/a, A consumer buys a smoke alarm for her house because she wants to be warned if there is 

a fire, 
b A consumer buys a yearly subscription to a swimming pool because she would like to train 

and win a gold medal at the next Olympic Games. 
\C\ A consumer buys popcorn and drinks because he has invited his friends round to watch an 
important football match on the television, 
d A consumer buys a chocolate bar because he is hungry. 
e A consumer buys the latest fashion accessory so that she can look and feel good. 

20.2 Correct the mistakes using words and expressions from A and B opposite. 

1 Customers like to maintain a certain style-far ufera 

2 A major customer's concern is how to provide for the immediate family. 

3 Buying food and drink is an example of satisfying a physiological lifestyle. r**A 

4 Some service sectors are highly attuned wMi customer needs. 

5 The ConsumerlCyclc shows how consumer needs change over a period of time. 

20.3 A marketing specialist is talking about purchasing behaviour. Replace the underlined expressions 
with alternative expressions from C opposite. One question has two possible answers. 

The CD actual decision t o but) a product depends on "the type of product or service. With 
yoghurt) for example, many customers wait until they are in the supermarket , in frOht of 
the rCvj of yoghurts* before they decide. On the other hand, for a more expensive product , 
wtth higher (2S) thought and p sy chological investme nt fr om the consumer , it may take place a 
long time before the purchase. Our research shows that some customers spend three years 
thinking about the next type of car they will buy. Obviously, over these three years the 
(3) plans to buy may change a lot. Then there are those (4) pur chases without any th ought 
beca use then are a h abit that we all make without thinking. I always get pasta, eggs and 
milk, at the supermarket SO I never write them Cn the list and I always lool^ Out for special 
offers and promotions. This kjnd of (5) shopp ing habit is very difficult for a marketing team 
to change. However^ (W buy ing something you like dnen yQU see it is Created by different 
Customer needs, and here uie can really make a difference. 

MM 



.£,,,,,. : _r._. ,.■;,--! ■■■- 4 ■■■■■' : T&r*]!:.** 






*5L 



V^GlJL/^-V 



3 iM£.sSr:£v::i* , L MJtMzJbi. SSlk 



^^^^ 



-* \ b"-*- ta Q\*£ Ci c a -\_ 



Ov&r +o ipu 

Think about some products you have bought recently and plot them on the fine below. 



high involvement 



low involvement 



What kinds of needs were you satisfying with eaeh purchase? 



Professional English In Use Marketing 




Loyalty programmes 



loyal /'toi.sl/ adjective firm and not 
changing in your support for a person, a 
company, an organization or a brand 

.customer loyalty noun [UJ 
the tendency to repurchase a particular 
product, service or brand, or remit a 
particular company, shop or website 



Customer loyalty 

Customer loyalty is critical to business success 
and profitability. Loyal customers buy more, and 
so improve sales and profit margins. However, 
customers arc becoming increasingly nckle or 
disloyal - they no longer hesitate to switch, or 
change, retailers and brands. 



Loyalty programmes 

Marketers implement loyalty programmes, such as frequent flyer programmes, to 
maximize customer loyalty and to minimize customer defection. The purpose of a loyalty 
programme is to allow marketers to identify and retain, or keep, preferred customers and 
to reward them with discounts and special offers. 

Most supermarkets and department stores have a 
retail loyalty programme in the form of a store card 
or loyalty card. Customers complete an application 
form with demographic data and receive a plastic 
card which is used firstly to record information about 
what the customer buys on their transaction record, 
and secondly to reward them with vouchers, points or 
coupons, which can all be used, or redeemed, to get 
gifts or money off future purchases. 



BrE: loyalty programme; AmE: loyalty program 




Note: A loyalty card can also be called a rewards card, a points card, or a club card. 
Loyalty programmes are also known as loyalty schemes, 

Talking about loyalty programmes 

Lotja'tij programmes are- an effective tool to buiU relationships with customers. 



. i 



*n<K&w 



Our loyalty card is suffering from fatigue. 1 mean> 
it S just One mOre card fghting for wall&t space. 



We operate an earn and bum scheme with our credit card. Customers earn points each jl, 
time they pay with their card and burn them when they choose a redemption Option from 
our catalogue - for example > a gift or a discount. 

'itWtftWlWttWfWfWf 



E— lowdltui, a marketing company has signed up several new partners for its 
online loyalty programme Each company will use E -loyalty to reward purchases 
with e-vouchers that can be used online. 



-wtmfff) 



■ 
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21 J Choose the correct words from the brackets to complete the sentences. Look at A, B and 
C opposite ro help you. 

1 Market research shows that a satisfied customer does not automatically become a 
(loyalty-/ loyal) customer. 

2 All retailers want customers to (repurchase / rej^d). 

3 Loyalty programmes {reward / re-visit) preferred customers, 

4 Loyalty cards should maximize customer (defection / loyal ty). 

5 Customers (earn / bum) points when they pay using their credit card. 

6 A great number of retailers (identify / implement) loyalty programmes. 

7 (Transaction records / Spe^iHt.oftrs) track what customers buy. 

8 To get a loyalty card, customers complete the (application form / demographic data). 

9 Customers can (redeem /.r-eward-) their points at any of our partner stores. 
10 Electronic goods are popular (reward-purchases/ redemption options), 

21 .2 Complete the newspaper article using words and expressions from the box. Look at A, B 



and C opposite to help you. 



Jasfo^ i \**& flJe4 *' 



J? j-* .".■> fjL*G 



,JUJ 



build 
card: 



earn 
points 



preferred 
programmes 



retain 
special offers 



How loyal can you be? 



Remember fhe first time you got a loyalty While loyalty (6) ISffi are 

(1) H J^%k from a retail store? You popular among retail stores, the trend which 

must have been on top of the world to be is catching up is mall loyalty programmes, 

treated as a (2) ,.: .^ZlLTz... customer. Ansal Plaza is among the first few Indian 

You looked for opportunities to shop only malls to offer a loyalty programme, Called 

in that particular store to redeem your the Ansal Plaza Privileges Program, it has 

(3) 1 and take r advantage of more than 18 stores as programme partners, 

discounts and (4) J.L: 'SA The programme enables the members to 

With customer relationship management (7) and spend privilege points 

(CRM) becoming the buzzword of Indian at any of these stores. It is a cost-efficient 

industry, loyalty programmes are considered and cost-effective way for the programme 

an effective tool to (5) ;.?% partners to (8) •... customers. A 

relationships with customers across stand-alone loyalty programme would need 

categories, huge investments . 
. 



Over +o ipa 

Open your wallet or purse. How many loyalty cards are you carrying? What advantages do 
these cards give you? 
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Motivation marketing 



What is motivation marketing? 

For most organizations, staff are the key to success - the most important tool for the 
organization's success - and they can be motivated to promote their company's product 
or service. Motivation marketing engages staff and gets them interested by using events or 
incentives (see below). It also aims to recognize and reward staff efforts by offering prizes or 
rewards for good performance - for example, with a monthly incentive. 

Other benefits of motivation marketing include: 

■ increased job satisfaction: happier people at work 

■ improved productivity: more work done in less time 
m improved performance: the work is done better 

■ encouraging behaviour changes: for example, introducing new work practices 

■ increased sales force effectiveness: for example, to achieve higher sales figures 
improved product launches: boost market penetration and gain market share more quickly. 



<te&& a.. ^ \ "rfA^I 1 1^ **"£> 



^yV^A 



Staff incentive schemes 

Staff incentive schemes, also known as incentive programmes - formal schemes designed to 
encourage staff to act in a certain way - are used by a wide range of companies in order to 1 Wf ju^ \ 
improve staff and distributor performance. Incentives such as prizes, rewards or gifts can boost 
morale (make staff feel more positive about their job and their employer). Building staff loyalty 
will result in lower staff turnover or churn - that is, fewer people leaving the company. Another 
benefit is reduced staff absenteeism, a reduction in the number of days when employees are not 
at work through sickness. Measuring staff reaction and getting feedback - finding out what staff 
think about the programme - are essential to getting it right. 

Ipoints, a company that runs trade and staff incentive programmes, developed a prize- 
winning staff loyalty programme for Healthcare Staffers, an agency that places temporary 
medical staff in clinics and hospitals. 



Best Staff Loyalty Programme 

WINNER: VlPpoints, developed for HealthCare Staffers 

Healthcare Staffers wanted to attract and retain temporary medical staff for placement in hospitals. 

The agency developed VlPpoints. A welcome pack (containing valuable informatEon for new members) and 

membership card (used to identify the worker and to collect points) were sent to temporary medical staff. 

Members earned points every time they worked for Healthcare Staffers. 

Healthcare Staffers' internal staff were also included in the points scheme and could also choose rewards 

from the points catalogue. 

Note: Loyalty schemes are used to motivate customers - see Unit 21, 

Incentives: travel and events 

In order to motivate staff, a company may choose to use cash substitutes or noncash awards 

such as a travel incentive - sending staff on a short trip or holiday, 

Big ticket giveaways, such as cars or very expensive holidays, are effective sales incentives - they 

can help motivate staff to sell more. During the qualifying period for an award or prize, teams 

are usually more motivated, Nominations for awards can come from colleagues. Sometimes an 

employee may be nominated by a manager, perhaps because of high sales figures. 

Events, such as parties, weekends away, games and competitions, can be very successful for team 

building - increasing effective teamwork within a company or department. 



50 



Professional English in Use Marketing 



22-1 Complete the sentences using words from the box. Look at A, B and C opposite to help you. 



build 



internal 



reaction 



recognizing 



sales 



turnover 



22,2 



)-■... :n- t 



22.3 



1 Motivation marketing is a good way to .„..^;."1..;. ,. staff loyalty 

2 It can increase motivation levels by A<i&?4— ■»»«»& staff efforts, 

3 A good incentive scheme means that people want to stay with the company, there is lower 
Staff ,M^£^ fl 

4 Travel is an effective ;;;;r^„ incentive. 

5 People working inside the company, the J™^™™! ™!'.^ staff, benefit from incentive schemes. 

6 A good incentive scheme measures staff . r ..„^^:.^2 to make sure everything is going well. 

The following lines (1-6) are from an article about incentive programmes. Put them in the 
correct order, then say if the sentences (a-c) below are true or false. Look at B opposite to help 
you, V/ " ! ' 

1 and flowers. Up For Iti reinforces the agency's dynamic culture. Staff 

2 incentive for individuals and teams which rewards and 

3 The programme, Up For It!, was launched at the start of last year. There is a monthly 

4 absenteeism decreased significantly during die year. 

5 recognizes those who represent the company's values. Employees can be nominated 

6 by colleagues for rewards including perfume, free parking at the office, 

a Absenteeism went up while the incentive scheme was running, r --'• - 

b Points were awarded to staff, r£^S,c 

e Employees cannot nominate themselves for rewards.Te ■ ^ 

Complete the descriptions of incentive schemes using words from the box. Look at A, B and C 
opposite to help you. 



collected 
earned 



encourage 
force 



member-ship 
qualifying 



scheme 
welcome 



1 Incentivise is a knowledge- based staff training and incentive .!?.^.^:.£ that rewards staff 

for learning. Every member of staff receives a ^^:!.;;;.Q.12... card and a ~>M $5*„TS pack. 

When enough points have been 15S$iS , staff can exchange their points for gifts, 

2 A large employer is concerned when absenteeism climbs above the national average. The 

company launches an incentive scheme to .&£*^fi&£S§* behaviour changes. All employees 

who have taken no days off each quarter are entered into a draw to win prizes, including 
holidays. During the .l:..;.I....\:':i^:^.... period staff attendance rose dramatically. 

3 The Australian Tourist Commission has launched an incentive scheme to increase sales 

,„ r ^.u,;.:. L.„.. effectiveness. Sales staff who sell a luxury holiday can enter to win a n^w car. 

Initial reactions suggest that it will really help to energize the team and make them more 
dynamic. 



L'V 



am 



Qv&r +o tpu 

Think about. an organization or company you know well. What kind of team building event 
would work best for the staff? Prepare some notes to present your idea to the head of the 
company. 
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Customer Relationship Management 



One-to-one marketing 

Don Peppers, a marketing guru, answers questions in an online interview. 



23.1 



VjWq-L is otv^to-on& marketing, and ho^ does it differ from 
tradrtiorial war tiling? 

nffftffffjwmmwfrrfmmtmw 

c In a nutshell, one-to-one marketing, also known as Customer. 
Relationship Management or CRM, is based on the idea of treating 
different customers diffcrenrly, Companies in all industries today are faced 
with the double problems of declining customer loyalty and shrinking 
profit margins. One-to-one marketing strategies enable companies to 
create long-term, mutually beneficial relationships with customers. These 
result in greater customer loyalty and improved margins.' 




23. 



Don Peppers, the one-to- 
one marketing guru 




VJhaf. are so^e. steps a cmpm$ SQulU take to tmplewv&ht OfteH^Dre marketing effectively? 

'One-to-one organizations create a customer feedback loop in which they say, 'I know 
you. You tell me what you want. Pll make it - and I'll remember next time/ We call this 
process a learning relationship, and it has four basic implementation steps (IDIC): 

■ IDENTIFY your customers at all points of contact, 

■ DIFFERENTIATE between your customers based on their individual needs and value to 
your organization. 

■ INTERACT with your customers in a two-way dialogue. 

■ CUSTOMIZE or TAILOR some aspect of your products or services based on what you 
learn from your customers/ 



23.3 






'■ 



CRM technology ^, 

CRM technology supports a CRM strategy by gathering, storing and analysing customer data. 
Front office systems, such as call centres or loyalty cards (see Unit 2.1 }, gather information 
directly from clients, which is then stored and processed in a back office system called a database 
or data warehouse. (A data warehouse contains information from different databases.) Back 
office systems make it possible for a company to follow sales and fulfill orders. 

The marketing department can use software tools to mine the data (analyse the data) 
stored in the data warehouse. Data mining reveals patterns in customer behaviour, For 
example, fathers have a tendency to buy branded food products, whilst mothers prefer 
private labels (see Unit 16). Relationship marketers can then tailor or customize their 
marketing efforts towards the customer With CRM technology, mass customization is 
possible. This means that each customer will receive slightly different offers and discounts. 

Privacy 

Consumer protection groups or watchdogs are concerned about the gathering and storing 

of large quantities of customer information, A company should protect its customers* 

privacy. Customers may wish to keep their purchases confidential, or secret. Most . . ,. ; . ^o^^^ d 

companies have a privacy policy. They promise not to disclose customer data by revealing 

it to other people, or to share customer records with other companies. Companies encrypt 

the information, changing it into a secret code. This ensures that it is not available to 

people outside the company, and so prevents accidental disclosure of information. 

Note: To find out more about privacy laws in the UK, search online for information about the 
Data Protection Act. 
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23.1 



23.2 



23.3 



Find verbs and prepositions in A, B and C opposite that can be used to make word 
combinations from the opposite page with the nouns below. 



„;..■ Mh JmjJ****' 



^ 



4h 



customers 



g^g^S^^ 

dnJL 






tv *^A 



data 



■'^r- 

Complete the sentences using word combinations from 23.1 above- Then decide if the statements 
were made by CRM marketers, consumers, or representatives of a consumer watchdog, 

1 Our privacy policy guarantees that we will not ^-*.S£,VSsSS2?.^ data or share customer records 
with other companies, 

2 Purchasing records can be used against consumers. In one recent divorce case a woman used 
die data ..,.,£.; \ when her husband used a loyalty card to prove he had a high income, 

3 I like to receive discounts and vouchers. To be honest, I don't mind if someone ......^y^AiL 

data on bow much coffee and tea I buv. 

4 Wc can, for example, ,$L :„.„,„■ :.h:i^f::; .^between customers who have small children and those 
with teenagers. 






Patricia Clement is in charge of CRM for an online cosmetics boutique. She is explaining 
their marketing strategy to potential investors. Choose the correct words from the 

brackets to complete the presentation. Look at A and B opposite to help you. 

L ... At BigChoiceCosmetics.com, we believe that customer loyalty is key. We concentrate on 

building long-term (1) „*„< (needs / relationships / feedback loops) with our customers. 

How do we do it? Like many successful dotcom companies, we have implemented a one- 
to-one or (2) (CRM Adata^ warehousing/ data mining) approach. The first 

step is to (3) (gather / identify / analyse) our customers - before buying 

cosmetics from our website, customers register their personal details and preferences. We 

(4) (differentiate/ store / customize) this information in a (5) , . 

(database /front office system / watchdog) so the next time the customer visits, we know 

who they are. Over time we build up a customer (6) (va4«e / record / pattern). 

We can (7) ...... (differentiate /c^tornize / implement) between our customers 

based on their needs - what they buy, and on their value - how much they spend. 

People often ask me about our communication strategy. At Big Choice Cosmetics xom we 

prefer to talk about (8) ..,.„ (learning / interacting / treating) with our customers in 

a two-way (9) ... (loop 7 data- warehouse / dialogue). Let me give you an example. 

Last year we launched an e-magazine called the BigChoiceCosmetics Guide. We emailed over 
500 versions of the Guide! This is what the CRM expert, Don Peppers, calls mass 

(10) , (customization / marketing / data mining). Take, for instance, Miss Brown: 

she is 17, and recently bought lipstick from our Fashion range. She received articles about top 
models and a competition to win free samples of a new lipstick. We didn't send her discount 
vouchers for anti-ageing cream., but we did send them to her grandmother! 

As I saidj we have (11) (gathered / tailored / revealed) a huge amount 

of information. Today, our major challenge is to exploit the data stored in our 

(12) (database / pat-te-m / front- office system). We need your help ro invest 

in sophisticated (13) , (data mining / learning/ relationship) software ,..' 



Overdo qoa 

Find three offers that you have received from companies by email or post. Were these 
offers tailored to you? If so r how did the company obtain your personal information? 
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The marketing budget 



The marketing budget 

Marketing must contribute to the profitability of a business - how much profit it makes. 
The marketing budget presents the cost of the marketing plan (see Unit 4). It can include 
the cost of distribution and different marketing actions, such as advertising or market 
research. The annuaj marketing budget shows what the marketing department is planning 
to spend over the year, Management may ask the marketing ream to justify or modify the 
budget before giving approval. oSiv^-cAU^ 

Budgeting approaches 

There are several approaches to setting the marketing budget - that is, fixing spending on 
marketing- for example > investment in research or advertising: 

m the affordable approach 

The company forecasts revenues (predicts the amount of money it expects from sales), 

deducts costs, and allocates a part of the remaining funds to promotion. Marketing is , 
considered as a cost that can be cut (reduced), depending on what the company can 
afford - that is, how much money it has left. 

■ the percentage of sales approach 

A percentage of current or anticipated sales (what a company expects to sell) is allocated 
to marketing actions. Typically, ten percent of net sales is spent on promotion. 

■ the objective-and-task approach 

The company costs out, or calculates, the cost of reaching its marketing objectives. For 

example, new products will need large advertising budgets to build awareness. 

m competitive parity ^U^c." 

Competitor investment is tracked, or monitored, and used as a rule of thumb (a guideline) 
to set die promotion budget. The objective is to beat (spend more than) or match (spend 
the same as) the investment of competitors. 

Whichever approach is chosen, marketers need to respect the budget - that is, not go over 
budget (spend more than planned) or be under budget (invest less than planned). 

Note: Another way of saying respect the budget is be on budget. For information on language 

for presenting a budget, see Unit 9 and Appendix III on page 110. 



Return on investment (ROI) 

Marketers are accountable for - that 

is, responsible for - their Budget. They 
must demonstrate that their marketing 
actions are cost-effective (productive 



Half the money T spend 
on advertising is wasted; 
the trouble is T don't 
know which half. 







John Wanamaker, 
19th century 
American department 
store owner 



relative to the cost) and not a waste of money. The marketing plan establishes 

how to measure the return on investment (ROI) or the cost-effectiveness 

of different marketing actions - the amount of profit made based on the 

amount of resources needed to make it. Monthly, quarterly and annual 

reviews of performance against budget measure projected, or forecast, 

results against real performance - how the company actually performed. Many companies use 

statistics called marketing metrics to quantify the performance of their marketing activities. They 

can include items such as market share, advertising spend or response rates for direct marketing. 

To talk about the cost-effectiveness of marketing actions, marketers say: 



If we analyse 
the cost per 


lead. 


wc can see 
that this 


is a 


cost-effective 


way of spending 
our marketing 

budget. 


client, 


isn't a 


response, 
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1 Match the two parts of the sentences, Look at A and B opposite to help you. 



■ 1 Marketing should contribute 
£ 2 The marketing budget sets - 
■-- 3 The marketing director may need 

- 4 Companies track— 

^ 5 Marketers should respect 




a 'justify the marketing budget. 
b the budget. 

c ompetitor spending. 

to the profitability of a firm. 
e out the cost of the marketing plan. 



24 



2 Complete the postings from a marketing website using words from the box. Then say 
which budgeting approaches are mentioned in the posts. Look at B opposite to help you. 



afford 
allocate 



cost 

cut 



match 

objectives 



percent 
respect 



setting thumb 
faskvu v teVrV V W 



©on 

0) .£jd£ !*£ a Marketing Budget 

Posted By Khouse: 

Are there any rules of (2) ....?;., for setting a marketing budget? 



Posted by ChamberE 

I suggest using a mix of objective-arid- (3) ,....;.: ': and affordability methods. 

Decide on your marketing (4) Then determine and (5) G£"i< out 

the marketing tactics, you need to implement. Finally compare those costs with what 
you can (6) :.£;fifc& ;...,.,.. to spend, You have to (7) .. your budget. If you 



are over budget, you will 


need to (8) .. 






costs, 


■ 




Posted by MattAp 


It depends on what your competitors 
spending of the market leader. 


are 


spending 


You need to (9) ! the 




Posted by CathE 



There are guidelines by industry. What industry are you servicing? Many companies 

(10) a percentage of expected sales to marketing support. High tech 

companies can spend up to fifty (11) ....„...;„ of net sales on promotion. 



Posted By Khouse: 

Thanks to you all for your responses. ! can see it depends a lot on the type of business 

and its objectives. Thanks again - 1 appreciate your help. 
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Price 



I, 



| 



I 



. 



Pricing strategies 

Marketing Teacher is a website for marketing students. The following extract looks at some 
strategies ro consider when fixing a price. 

Premium pricing: Use a high price where there is 8 substantial competitive advantage - for 
example, rooms in Savoy hotels. 

Penetration pricing: The price charged for products and services is set artificially low in order to 
gain market share. Once this is achieved, the price is increased. 

Economy pricing: Marketing and manufacturing costs are kept to a minimum- Supermarkets 
often have economy brands tor soups, spaghetti, etc. 

Price skimming: Charge a high price because you have a new product type. However, the hit;h 
price attracts new competitors into the market, and the price falls due ro increased supply, DVD 
players were launched with this strategy. 

Psychological pricing: The consumer responds on an emotional, rather than rational, basis. For 
example, charging 99 cents instead of 1 dollar. 

Captive product pricing: Companies will charge a premium price where the consumer cannot 
choose a competitive product. 

Product bundle pricing: Sellers combine several products in the same package. This also serves to 
move old stock. Videos and CDs are often sold using the bundle approach. 

Pricing considerations 

The marketing team for Stick Tea are preparing for a meeting about the price of a 
new range of tea that comes in a stick instead of a bag. They make notes on pricing 
considerations. 

* Al-tervKa+ivc sofai/ons ; our s-bek pack^gmg is mique 

* fca£& of cofapariSoA i eaSij +o compare price bu± d/£Gcal+ 

+o compare + a&e 

* Unique bene-fiis f iAAique Sdlmq Foik +s (^S?s> : quality o-f 
+ea- } s-bek -fbnu#4- 

* Movi&J-arij si^A&tcmce -. -r&tf is c\eap 4 birfr -rite inviova^ive 
packaqk<^ Was a kicfr. value 

+ Pejuflrtd : -tea eoASAfUp-hbn is s+abte., huJ- s^f&S m 
Speciality shops are cm +ke rise 

* Price s&w&ftivity : con.sum.ers are verq price' s&fts/'f wa 
- £#[&£ decrease aJk&n prices increase 

if Coto.pleM.enA'a.ni coS-f S : non.& - -Hie customer dotSuM - even 
need a spoon// 



The price test 

Stick lea decide to carry out a price test for their range of tea. They want to know 
what customers think is a fair price for a box of 50 sticks. They are also interested in 
comparing different possible retail price points (€12, €14 and €16), to find out what 
customers consider to he the full price and the bargain price for a box of 250 sticks. 
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Read the descriptions and name the pricing strategies that are being used. Look at A 
•pposite to help you. 

1 charging a high amount for boctles of water inside a football stadium during the World Cup 

2 charging $2,95 instead of S3 

3 charging a low price to win sales in a new marker 

4 packaging shampoo, conditioner and hair gel from the same hair care product line together, 
and charging one price for the lot 

Match rhe questions about pricing strategy ( 1-7) to the pricing considerations (a-g), Look 
at ft opposite to help you. 

1 What is rhe value of the product or service for the consumer? 

2 What is special or different about the product or service? 

3 Es it difficult to compare the price and quality of similar products or services? 

4 How many people want to buy the product or service? 

5 Mow many similar products or services are there on the marker? 

6 What else does the consumer need to pay for in order to use the product or service? 

7 How much does a change in price affect consumer demand for the product or service? 

a alternative solutions 

b ease of comparison 

c unique benefits 

d monetary significance 

e demand 

f price sensitivity 

g complementary costs 

: 3 Complete the text using words from the box. Look at A, B and C opposite to help you. 



bargain 
costs 



fair 
points 



premium 
sensitive 



significance 
solutions 



unique 



When deciding on the price of a product or service you have to consider the product or 

service itself, For example, does it have ( 1) , benefits? Does the consumer 

have any alternative (2) „„„ ; .„„ ? What is the monetary (3i ... , of the 

product or service? You also have to think about the possibility of complementary 

(4) .,.„„„ ♦ „..„.. , and how price (5) ..„...„ ■, ihe consumers are to these and the 

product or rhe service cost. 

Then you need to think about the pricing strategy and how this relates to the brand. For 

a luxury brand it is essential to follow a (6) — .*. pricing strategy in order to 

maintain the brand image. A no-frills low price would not be suitable for a brand such as 
Garden 

Finally, you need to carry out a price test to check the price (7) ., you are 

considering, The (8) ....... .. price is the amount that the consumer is prepared to 

pay for the product or service* A (9) ,„.,.. ., price is a low price that may be used 

during special offers or for promotional pricing. 



Think about three products you have bought recently. Identify the pricing strategy. 
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Logistics and the distribution chain 



26, 



spne, 

assistant about 



Moving goods 

Logistics is the management oi the transport and storage of goods. Marcus Bridges^ 
the logistics manager for a plastic packaging company; is talking to a new assistant £ 
the distribution chain, 

Marcus: After completion, items get sent from the factory to the warehouse. We store 

them there until we are ready to ship, or deliver, to the client, J say 'ship' but we 
doift always use a hoat to do it. The cheapest, but slowest, shipping method is 
by container ship, but it takes around rive weeks to sail from Asia to Europe. 
Sometimes we need to move the shipments or freight much faster, so we use air 
freight. However, it's much more expensive, although it depends on the weight of 
the load - the goods being carried. When the shipment gets to Europe we have a 
number of shipping options, which really depend on where the goods land - J mean, 
where they arrive - and where we have to deliver them. Rail freight is cheap but not 
always reliable, depending on the country. Road haulage is more expensive but the 
advantage is that lorries can go right up to the doors of shops or factories. 

Assistant: What about the man from the delivery service? 

Marcus: George, from Fedex? We try only to use delivery- services when we need to send 
something small, or very urgently. 

Direct distribution 

This website extract describes how Dell, the computet manufacture^ distributes its products: 
no n 



Michael Dell started Dell Computers in 1984 with only $1,000. Dell has grown to 
be a company with average daily earnings of $40 million, How did he do it? A new 
concept: eliminate the middlemen and sell directly to the consumer, Dell has 
been able to maintain complete control over stock levels - that is, how much stock 
it holds at any one time - as well as distribution costs. 

Dell figured out a new way to sell computers to the consumer, which was through 
direct distribution. Dell was able to gain a competitive advantage for several 
reasons: 

• First of all, direct distribution allows Dell to eliminate wholesalers, who 
buy and sell goods in large amounts to shops and businesses. This is an 
advantage because Dell does not have to deal with wholesalers or spend 
time keeping track of inventory in the wholesalers' warehouses - that is, 
monitoring what the wholesaler has in stock. 

■ Secondly, Del] has eliminated retailers - the people, shops or businesses 
that sell to the public. This is effective because Dell does not have to receive 
customer orders from thousands of different retailers. It can take orders 
directly from the customer. 



: 



Mote: Stock or inventory? See Appendix I on page 108. 




Indirect distribution 

Unlike Dell, most manufacturers or service providers use an indirect distribution channel 
to connect the product and the consumer; where some kind of distributor or distribution 
intermediary is used. For illustrations and descriptions of intermediaries sec Appendix VI 
on page 113, 
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Label the parrs of the distribution chain using words from die box. Look at A opposite to 
.ielp you. 



air freight delivery service rail freight 

container ship a load road haulage 



warehouse 





Put the steps in the distribution chain in the correct order. Look at A and C opposite to 
help you. 

1 The goods arrive and can be sold to the consumer. 

2 The franchise sends the order to the warehouse in South America. 

3 Road haulage is used to ship the goods from Southampton to Brighton. 

4 The goods land in Southampton. 

5 The container ship is loaded with the parts. 

6 A franchisee in Brighton places an order for car accessories. 

3 hind six words from A. B and C opposite that can be used to make word combinations with 
distribution. Then use some of the combinations to complete the cost controller's report. 




i I ! , ^ .... ... were very high last year so this year we have advised all 

project managers to use air freight as little as possible. Another possible source of high 

costs has been the length of the (2} ......»._.. for our product. Although 

we have been trying to develop (3) . by attracting more 

customers to our website and encouraging them to order from us, most of our products 

get to market through an (4) ..,. ,.„.„.. * * channel. We have been seeking 

ways to cut down the number of wholesalers and other types of (5) ^ * 

„„, We arc beginning to deal direcrlv with retailers and in the long run this 

will reduce our costs. 



What distribution channels can farmers use for their products? 
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Merchandising 



Merchandise and merchandising 

Merchandising is used ro describe a marketing practice in which the brand image of one 
product, the core brand, is used to sell another product. For example, a famous character 
such as Mickey Mouse is used to sell Disney merchandise such as bags and clothes. The 
goal is to increase retail saks. 

Note: The noun merchandising Is afso used by me retail sector to describe a range of activities designed 
to promote in-store sales, including supermarket listings (see Unit 15) and POS [see Unit 41), 

Promotional merchandise 

Gifts with purchase can increase sales. Examples include: 

■ in-pack offers - items inside the packaging, such as a toy in a box of breakfast cereal 

■ on-pack offers - gifts, including money -off offers and competitions, which are promoted 
on the packaging and can be obtained by following the instructions given. 

Other types of promotional gift include: 

■ freebies or goodies - promotional items which are given away, such as ftee perfume 
samples or sun hats with the company logo 

■ corporate gifts - luxury items with a company logo, given to special clients or VIPs. 

An international merchandising company, Event Merchandising discusser how ro select 
promotional gifts: 

+ | | C ■ l.-fr http://tvwwHeventmerchandising.com * Or 

Usually there is no off-the-shelf, or standard, solution to a promotional merchandise project. ^ 

The best way is to have the promotional item - say, an umbrella with the company's logo on it 
- individually manufactured. The increasing requirement is for a promotional gift that captures 
the spirit of the promoted brand - that is, perfectly represents what the brand stands for t 

Sports merchandising 

Sports clubs can develop additional revenues by selling team products, such as shirts and 
memorabilia, at a premium price. TTiey can also sign merchandising deals or licensing 
deals with sponsors or other commercial partners (see Unit 48 on sponsorship). The club 
authorizes, or licenses, the partner to use the club's logo on their products. Eor example, 
Lego bought the right to use the NBA league logo on their figurines. 

Film, book and music merchandising 

Merchandising is often used in the promotion of films, books, bands and pop stars. This 
extract is from an article about the marketing of Harry Potter products: 






nr%n 



Harry Potter has become a marketing and merchandising phenomenon with spin-offs and 
tie-ins rn the shape of games, figurines, clothing and even food. Hundreds of millions of 
dollars have been agreed in licensing deals - the right for another company to use the 
Harry Potter characters on their merchandise. This is known as cross-marketing, as the sale 
of Harry Potter merchandise helps promote the Harry Potter books, and vice versa, 
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Choose the correct words from the brackets to complete the report 
on Bob the Builder merchandising. Look at A, B and D opposite 
to help you. 

Bob the Builder's enormous financial success is due only in part to 

the TV programme. The (1) . (merchant / deal / core 

brand) has been used to create pyjamas, parry hats and plates. It's 

important to create something that will sell (2) (core brands / corporate 

gifts / merchandise) that parents are happy to buy. Bob the Builder items have also been 

used as promotional (3) „, (gifts / successes / brands) in connection with 

other brands. This type of (4) , *. (spin-offs / sponsors / cross-marketing) has 

generated profit for all the brands involved. 



2 Put the descriptions (1-3) in the correct order and then match them to the pictures (a-c) 
look at B opposite to help you. 

1 

offer really captures the brand. This on-pack spirit of the promoted 



gift Is Ideal For pack. This kind of promotional children, I There is a small freebie inside the 



solution for your corporate These promotional gifts. items are an off-the-shelf 






% 



Freefoj 






d$$ 








. 7.3 Make word combinations using words from the box. Then use the word combinations to 
complete the text below. Look at B, C and D opposite to help you. 



commercial 



deals 



licensing 



partners 



products 



team 



David Beckham started his career as a footballer. He has signed (1) , 

all over the world and has made a fortune for himself and his (2) ..., 

When he started playing for Real Madrid, sales of (3) „ 

football shirts rose rapidly. 



............. such as 



Think of a popular personality or character (film star, pop star, children's character, sports 
personality, etc.}. What kind of merchandising would or would not be appropriate for them? 
Give reasons for your choices. 
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Trade shows 



Why use trade shows? 

A trade show, trade exhibition or trade fair is an industry-specific business event. 
Companies attend the events so that they can showcase, or display, the best of their 
products, services or expertise. Trade shows help to generate leads (create opportunities 
for future business) and can offer great opportunities to network - to chat and socialize 
with attendees (people visiting the show) and other exhibitors. 

A public trade show is open to everyone. If the trade show 
is only open to people who work in a specific business 
sector, it is referred to as trade only. A vertical trade show 
specializes in everything for a specific sector - for example, 
cosmetics, which will showcase fragrances, packaging, etc, 
A horizontal trade show is for a certain industry. For a 
packaging fair this might include cardboard manufacturers, 
vac form producers, ere, (See Unit 45) 

Seminars, conferences or congresses are business events 
where talks or presentations are given. The organizers are 
often medical or pharmaceutical companies. 

Note: Trade show, trade exhibition or trade fair? Seminar, conference or congress? See Appendix i on 
page 108. 

Organizing an event 

Helen Jackson works for a conference centre in the UK that hosts many international 
fairs. She gives advice to potential exhibitors on her website: 




A stand at a trade show 



Make your stand or booth a marketing success by using this checklist: 

Find out about the event profile and how successful previous years have been. 
Most importantly, check that the visitor profile matches your audience. 

It you decide to participate in the event, book a stand. Most organizers 
allocate stand placement on a 'first come first served' basis. Calculate the floor 
space you need. Remember that bigger stands cost more. 

Prepare your booth and customize it with trade show displays. A good booth 
design will increase booth traffic and attract more visitors. 

Train booth staffers, Make sure the people who are representing your company and 
your brand know how to win clients. This human contact is crucial for maintaining 
or improving current client perception - that is, what your customers think 
about your brand. 

Make sure your visitors know how to get to the venue. Download the colour map 
from our site. 

Please remember that nobody likes lobbysquatters sitting in the entrance to the 
venue. If you are coming to our venue, please use a stand. Lobbysquatting is not 

tolerated and you wiJJ be asked to leave, 



; 



Note: The nouns booth and stand are interchangeable. 

For more information on trade show displays, see Unit 41. 



-• 
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Make word combinations with trade show using words from A and B opposite. Then use 
the combinations to complete die sentences below. 



(^trade show 



1 I think we should rry to interact di reedy with our customers. We should find out about a 
_, _ ....... , ......... that anyone can go to. 

2 You mean a ,« ......<„ * . , that has everything for the house and 

home decoration? 

3 Yes, like the Home and House Show. But ir looks expensive. We'll have to reuse the 
. „™ from last yean 

4 OK, and how about a H ™. ^ ., - * where we can meet other 

people in the candle-making sector? Last year's Candle-makers' Fair was very useful. 



: 2 Make word combinations using a word or phrase 
from each box. One phrase can be used twice. 
Look at A and B opposite to help you* 



allocate 
attend 
book 
increase 
participate in 



trade shows 
stand placement 
booth traffic 
a stand 



3,3 Complete the articJc using words from the box. Then decide if the statements (a-c) below 
are true or false. Look at A and B opposite to help you. 



network 



seminars 



showcase 



stands 



trade 



venue 



OOP 
« C + http: //www, wlnein5titute.org 






WINE INSTITUTE 

■ ■ 



The Wine Institute organizes wine (1 ) ... shows and 

conducts educational (2) and visitor programs 

to acquaint media and trade representatives with California 

wines. California vintners will (3) a record 128 

California wine brands at the world's largest wine trade show. 

The (4) , for VINEXPO is always Bordeaux, Franca VI N EXPO attracts 50 r 000 buyers, 

industry trade representatives and journalists from 120 countries, In addition to preparing therr own 

(5) ..,.,.„ .„„. , California vintners will sponsor a restaurant at VINEXPO: the California GrilL 

California wineries use the grill to (6) with important clients and show them California 

cuisine and California wines while conducting major business, 






a Vinexpo is a relatively small public trade show. 

b The event is a good place to meet buyers and journalists. 

c Californian vintners don't have stands at this event. 



Select a product or service to promote. Which trade fair would you attend? Design your 
stand. Think about staffers, displays, etc. 
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Telemarketing 



l. 
I 

I 



What is telemarketing? 

Telemarketing is a form of direct marketing: the messages arc delivered individually to 
potential customers. It requires an immediate response- when die phone rings, the natural 
response is to answer it. h provides a company with immediate feedback - yon can find our 
what a potential customer thinks straight away- It also provides a captive audience - the 
person who answers the phone usually stays to listen for a few minutes. The success of 
telemarketing campaigns is measured in the cost per acquisition, cost per inquiry (CPI) or 
cost per order. 

Outbound telemarketing 

With outbound telemarketing, telemarketers (also known as telemarketing operators) call 
prospects (potential clients) from a list, Lists can be hough t from list brokers, A cold list 
is a list of people who have had no prior contact with the company. Calling the people on 
the list for the first time is known as cold calling. A qualified telemarketing list includes 
the details about prospects who have the need or authority to purchase, 

Co mmon reasons f o r co Id ca 1 1 i ng include: 

m lead generation - contacting cold prospects (people who don't yet have a relationship 
with the company) co create hot contacts (people who are ready to buy) 

■ phone sales - selling services over the telephone 

■ appointment setting - making an appointment for a sales rep to meet the prospect. 

Follow-up calls may take place after a mailshot (see Unit 42) or a trade show (see Unit 28). 
Telemarketers try to convert these leads into sales. This is called lead conversion. 

Voice broadcasting is a cheaper form of outbound telemarketing. Instead of having a live 
operator - that is, an actual person - a recorded message is played to the prospect or left 
on their answering machine, 

inbound telemarketing 

With inbound telemarketing,, clients call the telemarketing firm, perhaps in response to an 
advert, to place an order, make a reservation or contact customer services. 

Telemarketing scripts 

Telemarketing operators are trained to deal with objections (reasons people give for not 
buying). Telemarketing scripts list the questions that must be asked and what must be 
said to reassure the potential client; Here is an example of a telemarketing script: 

Good morning / afternoon, May I speak with Mr/ Mrs Mandeville please? 

My name is Julie. I'm calling on behalf of Paper Express. Are you aware of trie company 
at all? 

NO: That's OK, It's a mail order company that provides discounted paper and office supplies. 
(then to YES) 

YES: Are you the person in charge of purchasing office supplies? 

NO: Hay I ask for the name of that person? (take details) 

YES: The reason for my call is to see whether you are interested in meeting one of our sales 
team* 

NO: Thank you for your time, (end call) 

YES: Would you be available for a meeting on Friday morning? (take details, end call) 
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Complete the crossword. Look at A, B n C and D 
opposite to help you, 

Across 

1 After a mailshot we always make 
— ~. , .-up calls, (6) 

5 Telemarketing provides a audience 

for the sales team. (7) 

8 Our telemarketing operators 

handle calls from clients. (7) 

9 We plan to use telemarketing for ..♦.„..,.♦..♦, 

generation, (4) 

10 A * message is cheaper than a live 

operator. (8) 

Down 

2 telemarketing will help us to generate leads. (8) 

3 We need to prepare the telemarketing ,.„,-„™ carefully so that our team know exactly 

what to say. (6) 

4 By ...H-calling we generated enough leads lo keep lis busy tor months. (4) 

6 In just tw r o days we made a lot of, ► f . sales, (5) 

7 We decided to use >,.. broadcasting because it is much less expensive than having 

a person there to make the call. (5) 

9 You need to write a script for a „„ operator. (4) 

George House is the marketing manager of a local newspaper. J iere are some extracts 
from his presentation of a direct marketing campaign* Choose the correct words from the 
brackets to complete the sentences. Look at A, B and D opposite to help you. 

1 We decided to use (outbound / prospect) telemarketing. 

2 We met our subscription target at an acceptable cost per (objection / acquisition). 

3 Use (immediate / direct) marketing to increase the number of subscribers to the newspaper. 

4 We bought a (qualified / captive) list from a (telemarketing / list) broker. 

5 Telemarketing operators received special training to (contact / deal) with objections. 

6 We created a new (script / conversion) with our telemarketing firm. 

Now say if the sentences refer to the objective, the action plan or the results. 

Correct the mistakes in the telemarketing script using words and expressions from D opposite. 

1 1 lello, my name is John. Fm calling of behalf on Jupiter Software. 

2 Do you aware of the company at all? 

3 Are you the person charged with this? 

4 My call reason is to find our if you are interested in our latest product*. 

5 Do you available for an appointment? 



Choose a product or service you would like to promote* Write a brief for a telemarketing firm. 
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Online shopping and mail order 



The online shopping experience 

A virtual shopkeeper gives some advice: 

'When designing an online store, you need to think about how to move your shopper 
through the sales process, getting them quickly and easily from your home page, where their 
shopping experience begins, through to the checkout, where they pay. You also have to think 
about ways to personalize die selection process - how people choose what to buy. Some 
visitors may search by product category, while others will want to browse, visiting the whole 
store just to see what there is. Some clients may want to create a wish list of the items they 
would like to receive as presents, or set up a wedding list or baby registry to let other people 
know what gifts they want if they're getting married or having a child, To attract clients 
to purchase, you can offer bundles of items. For example, an online sports store could sell 
tennis rackets and tenuis balls together as a single item. 

It's important to simplify the purchasing process - how customers pay for goods they are 
ordering online. It should be very easy for your clients to add items to the shopping cart 
or shopping basket when they've decided what they want to buy by clicking on the "add 
to basket" button or the "buy now" button. Once they are ar the checkout you should 
give clear payment information, which must include details about delivery costs and 
delivery options. You may want to give your customers the choice of next day delivery at 
a premium price. You should also list the payment options for your 
customers, such as gift certificates, credit cards or cheques.' 

Mail order and the ordering process 

Mail order is a system of buying and selling goods through the post. Customers normally 
select their goods from a catalogue. The instructions below teU customers how to order a 
product from a company's catalogue: 



li 



Please complete the order form below and return it to us in the prepaid envelope 
provided - you don't need a stamp. Alternatively, you can call our telephone hotline and 
place your order. Colls are free on our Freephone number. 









Item code 


Size 


Description 


Quantity 


Price each 


Total price 


mty-iz 


t 


Trousers 


1 


££6 


£ZB 


%\B-W 


M 


T-sh/r+ 


1 


£7 


£ 14 


































Subtotal 


£ 3<? 










Postage 


£ 4,50 










Total cost of 
goods 


£^3.6€ 
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Label the websire extracts using words from the box. Look at A opposite to help you. 



bundles of items deliver)' costs payment options product categories 




LtefeituiU 



VISA 



( Cameras 



j 



( Dlgttal photo prints } - 

( MP3 players ) - 



Standard {48 hours) = £1.50 

Express {next day) = £2.50 
Pick up at store = £1,00 



Free memory 

card with 
digital camera 



Chrome 

toaster and 

kettle set 



Buy ' Lost' 

Seasons 1 & 2 
and save £5 

Base unit with Intel" 
processor, keyboard, 
screen and webcam 



3.2 Which of the services offered by an online store would be useful Ln these situations? Look 
at A opposite to help you. 



1 







I need it urgently 
- by tomorrow. 




What would 
you like for your 
birthday, Jimmy? 



jQ.3 The owner of a small business is thinking about putting her catalogue online, and is 

presenting the business case to her hank manager. Correct the mistakes in her PowerPoint 
slides, Look at B opposite to help you. 



Pros 

1 Customers can put an order 24 hours 
a day, 

2 No need for already paid envelopes, 

3 We can still have a hot tefephone line, 

4 The process of ordering will be much 
quicker. 






Cons 

5 The ordering form must be simplified 
for older users \ 

6 Older customers may prefer using 
maiflng order to ordering online. 






Go to two online retailers and compare their sales process. Which one is easier to use? 
Why? How could you improve the other site's process? 
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Personal selling 



\ 



h 



i 



The sales force 

The sales representatives or salespeople make up a company's saks force. They interact 
directly with customers or prospects - potential customers - to make sales and build long- 
term relationships. 

The sales force can include inside salespeople, who conduct business from their offices, 
and field salespeople or travelling salespeople, who call on customers (visit them). 

Sales forces are often organized with each salesperson having an exclusive territory - a 
geographical zone where rhey make their sales calls or visits. Salespeople normally receive 
incentives (see Unit 22), such as financial bonuses or gifts, if they reach their target or 
sales quota - die amount of revenue they have to bring in during a given period. 

Note: Sales rep or salesperson? See Appendix I on page 108. 

Personal selling 

Personal selling, or selling to a customer facc-to-facc, is different from impersonal 
setting such as advertising and sales promotion. Salespeople can inform customers and 
demonstrate technical products, at the same time customizing the sales messages to what 
that specific customer needs to hear. 

The sales process 

The sales process helps the sales force convert leads into signed deals (change prospective 
customers to actual customers), 

T Prospecting and qualifying 
Salespeople prospect (or look for) new clients. New leads are generated hy making cold 
calls, calling potential customers from a list (see Unit 29), or by asking current customers i\ - 
referrals. The best leads arc then identified, or qualified, 

2 Presenting 

The sales presentation can focus on the product's USPs (see below), or be customer-oriemec 
- showing how the product will meet the customer's needs, Testimonials from satisfied 
customers, sales literature and samples may support the presentation, 

3 Closing deals 

When salespeople spot, or detect, buying signals from their customers, they will try to clo*. 
the deal by asking the customer to place an order They may trade concessions or negotiate 

4 Following up 

Follow-up calls are part of the after-sales service which enables salespeople to check cusu^ 
satisfaction with the service or product - how happy they are with it. Satisfied customers 
purchase again, generating repeat business. 

Marketing support 

Marketing supports the sales force hy providing product knowledge and market knowled^ 
- information about what the sales force are selling and the environment they're selling it 
Marketers can design materials, or marketing collateral, to help the sales force present &.t 
arguments. The sales kit contains sales aids such as: 

■ product samples (so customers get a better idea of what the product is) 

■ price lists (so they can see how much it costs) 

■ order forms (so rhey can place an order) 

■ sales literature - brochures, leaflets and product sheets or sales sheets, containing 
information about the product features (what it does) and product benefits (why? 
product k good), and its unique selling points or USPs (what it has that its cornr:~ 
don't). 
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.^mplete rhc crossword. All the answers make word combinations 
* ith sales. Look at A, B, C and D opposite to help you. 
Across 

5 We have a small sales force hut wc mostly 

invest in sates techniques such as 

advertising. (10) 

7 Our incentive plan encourages the sales force to 
reach their sales (5) 

8 The sales force listen to the customers and 

customize their sales .„ _ to the 

customer needs, (8) 

Down 

1 Our sales includes product sheets and a new 

brochure with product information and testimonials, (10) 

2 Each territory is quite large, so our salespeople onh make one sales ,....., .... per dav* (4) 

3 The marketing team have designed a new sales ,...„.„„ for the product launch, (3)' 

4 There are 30 salespeople in our sales (5) 

6 We have lost repeat business as we neglected our . .-sales service. (5) 

Make word combinations using a word or phrase from each box. Then match some of 
the word combinations to the pictures below. Look at A and C opposite to help you. 



trions 




i 




2 


r ; 






4 






f 
















■ 










f~ 












- I 


























$ 






| 


1 1 1 



ask 




cold calls 


close 




buying signals 


make 




a deal 


place 




concessions 


spot 




for referrals 


trade 




an order 



- ited 



ose 

"are. 



:omer 
- will 



sales 





rs 



rvrce that is usually sold by personal selling. Why is the sales 
method well suited to the product or service? What would you include in a sales kit for this 
product or service? 
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Above, below and through the line 



Above-the-tine 

Above-thc4ine (ATL) is a form of media advertising where a commission or fee is paid to 
an agency working for its clients. The commission represents a percentage of the media 
investment - that is, how much is spent on media during the advertising campaign, 

ATL campaigns appear, or run, in mainstream or mass media- Examples include 
commercials on television, and display ads on hi 1 1 boards (see Unit 35 on outdoor 
advertising). ATL advertising is interruptive. For example, it is broadcast on TV in 
the advertising break in the middle of a programme and does not form part of the 
programme itself (see Unit 3S on branded content). 

The advertiser (the client) briefs, or informs, the advertising agency (also known as the 
ad agency) on the advertising objectives. Typical objectives for an ATL campaign include 
making the customer aware of a product or service, or building the image of a brand- 

Ik is the role of the ad agency to develop an advertising strategy based on the client's 
advertising brief. The advertising strategy defines the advertising messages - what is to 
he communicated - and rbc choice of media. Media planners, working in the agency 's 
media planning department or for a specialized media agency, define the media strategy, 
identifying appropriate channels to reach the target audience. The media plan includes the 
selection of specific media vehicles (for example, types of press magazines, TV channels, 
j * poster networks) and the media schedule (the times and dates when the advertising will 

appear)* Media buyers negotiate with advertising sales houses or advertising departments 
to get the best price for the media space selecred in the media plan (see Unit 33). 

Note: Advertisements are more often referred to as adverts or ads. 



\ 






, 



^■3 Below-the-line 

Below-the-line (BTL) refers ro any non-media advertising or promotion. Marketing 
services agencies are experts in BTL tactics, such as direct mail, exhibitions, point-of-sale, 
or street marketing (see Units 41^43), Marketing services agencies point to two trends 
that indicate that BTL spend will continue to growr 

1 Ad avoidance - consumers actively trying not to be exposed to advertising. Ad avoiders 
change channels during advertising breaks; this is sometimes known as zapping. 

2 Media fragmentation - audiences are becoming smaller, or more fragmented, as the choice 
of media grows. Chris Anderson, editor-in-chief of Wired magazine, has invented die rerm 
the Long Tail to describe the growing number of sites on the internet with a small number of 
visitors. Emerging media (the internet, interactive T% and virtual worlds such as Second Life) 
must now find ways to tap into, or exploit, the advertising opportunities in the Long Tail. 

Through-the-line 

Some agencies now offer through- thc-line (TTL), also known as full services. A full 
service marketing agency offers both AIL and BTL in blended marketing. TTL is also 
referred to as holistic marketing or 360 degree branding. It uses nudti-channel marketing, 
using both ATL and BTL communication channels to build brands (see Units 16-17). 
TTL can he very effective at drawing attention to your brand -getting people to notice it. 

Advertising techniques 

Advertising uses different techniques to appeal to consumers. For n list, see Appendix VII 
on page 1 1 4. 



I 
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2,2 



32.3 



Make sentences using one part from each column. Look at A, B and C opposite to help 
you. The first one lias been done for you. 

t 



3 Press 
b Media 



planners 
magazines 



arc 
work in 



media 

media 



agencies, 
vehicles, 



a Press maqazmm are media wehicl 

b \Aedl& planners work in media 2. 

2 



a Ad 

b Blended 


marketing 
avoiders 


uses 

zap during 


advertising 
TTL 


breaks. 

techniques. 


3 


a Normally, 
b Interactive 


TV 
advertisers 


is an 
brief 


advertising 
emerging 


agencies, 
media. 


4 


a Advertising 
b BTL 


campaigns 
agencies 


don't run in 
develop 


advertising 
mainstream 


strategy, 
media. 



In die description of Ford's promotional strategy, the underlined words and phrases are in the 
wrong place. Move them to the correct position. Look at A, B and C opposite to help you. 



"lie 



+ http:// www, thetimes 100 xo.uk 






Ford employs a pan-European advertising (1) attention to draw (2) below-the-line to Its products and 
services. Ford uses (3) strategy promotions such as exhibiting vehicles and direct mailing of customers. 

For Ford, (4) fragmented strategy is changing. TV advertising used to be the dominant (5) avoid 
promotional tool Today this communication channel is becoming increasingly (6) above-the-line . 
Technology is affecting TV advertising, People can now record programmes for viewing later and 
(7) media the adverts easily. 

Ford's Champions League sponsorship is (8) tactics marketing. The campaign contains both (9) blended 
and (10) adverts components, During broadcasts of football matches, TV (1 1) BTL for Ford products can 
be shown, At the stadium as fans arrive for a match r Ford can promote its association using below-the-line 
(12JATL 

Match the two parts of the sentences. Then decide if the sentences are true or false, 
according to 32.2 above. Look at die page opposite and Appendix VII on page 114 to 
help you. 

1 Ford is using the internet to tap a marketing. 

2 Ford is only using interruptive b adverts at football stadiums. 

3 Ford is u^ing pester c advertising on the TV. 

4 Ford is using multi -channel d power; by appealing to children. 

5 Ford has display e into the Long Tail. 






Think about some advertisements or promotions you have seen recently- Was ATL, BTL or 
TTL used? 
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II 






II 



Media strategy 



Media strategy 

The media strategy is part of the marketing plan. Ir recommends how to deliver brand 
messages to the consumer in a way that best serves the brand \ communication objectives, 
such as building loyalty, encouraging purchase or aiding brand recognition. The media strategy 
identifies the right target audience (the people the brand wants to talk to) and the media mix 
(the combination of media types - press, outdoor or internet) which will be used to deliver 
the messages. The target audience is described in terms of lifestyle (the way people live) and 
demographics (their gender, age, ethnicity, education and income). The media split gives the 
breakdown of the media budget- the amount of money allocated to the campaign - between 
different media types - for example, 70% of investment on television and 30% in the press. 

In 3 media-saturated world, where media is everywhere, it is difficult to stand out from rival 
advertising, or be noticed, so brands need to identify the best touchpoints - places to reach 
their core target, or main audience, Media strategists use media research, based on interviews 
surveys and measurement tools> to get information about the impact of the different media 
types, and ro get insights into, or understanding of, the media consumption habits of their 
target audience. Children's food brands often advertise on television because women with 
children are hca%7 TV viewers - that is, rhcy watch a lot of television. A cinema campaign may 
be more efficient to reach light TV viewers as the audience is captive and attentive - they're 
sitting in the cinema, waiting for the film ro start. 

Media planning 

The media plan recommends communication channels with the names of specific publications, 
TV channels or other media vehicles to be used for the campaign. The plan includes a 
media schedule with the dates and times when the advertising will run in the press or the 
commercials wilt be aired on television or radio. The media planner recommends flighting 
patterns - the periods when the brand is active or communicates in the media. Some plans 
have continuity strategies or drip strategies. For exampje, a detergent manufacturer airs 
commercials on TV every day for several months to keep the brand top of mind - fresh in 
consumers' memories. Other brands have bursts of heavy media pressure - for example, in the 
summer holidays or at Christmas. 

The media plan must respect the media budget and the media objectives for the campaign. 
Media objectives are defined m terms of impressions (the number of times an ad is seen), reach 
or coverage (the percenrage of the target audience exposed to an advertisement in a given 
rime period), or time span and frequency (the average number of times a member of the target 
audience is exposed to an ad in a given time period). 

Media buying 

When the plan is approved by the client, the media buyer 
makes the media bookings (reserves space in magazines or 
airtime on television) and produces a media schedule. TV 
media buyers now have software to optimize their plans - that 
is, to make the best choice of channels and commercial breaks. 

Media planners and buyers are accountable to their clients. 
Costs and results of campaigns are measured (see Unit 24). 
Cost per thousand (CFM) is a standard measure of media 
efficiency; it is the amount an advertiser pays for one 
thousand impressions. Big clients can organize media audits 
to benchmark, or compare, die cost and results of their 
campaigns with those of their competitors. 

Note; The singular noun is medium and the plural is media. 



Medium Audience 


TV 

(see Unit 34) 


viewers 


radio 

(see Unit 34) 


listeners 


outdoor 
(see Unit 35) 


audience 


press 

(see Unit 36} 


readers 


cinema 


cinema-goers 


internet 
(see Unit 39) 


users or 
surfers 
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Complete the notes on a media strategy using words from the box. One word can he 
used twice. Look at A and H opposite to help you. 



core 

demographics 

habits 



impressions 

lifestyle 

light 



media 

objectives 

plan 



reach 
research 



Communication (l) 



General awareness of the brcund 
Drive traffic to Vh e websiie 



MedUk consumption £7) 



ft) 



mtx 



We have selected four types of media : 
cinema, outdoor, internet and press. 

Who are the £3) .„ , audience? 



Media. £&) gives tnsights into 

tfi£ target's media consumption: 

■ Heavy users of tntemei 

" Vertj (?) , „w TV viewers 

Media. 00) >..,...,. : selected 

magazines 



W 



Mevi Z1-Z9 years 

Urban 

High Income 



Me* 

Z1 to 

Z9 



ft) 





[Titles 


Number of insertions 


| • Conde Nast 
I * Sunset 

J • USA Travel Guide 
I ■ Budget Travel 


3 

2 
T 



Frequent travellers 
Open to new experiences 



(« ^ 



target 



Medta £11) 

' tU) . 

■ m - 

Budget-. jte4Z,SOO 



4,941,000 



Choose the correct words from the brackets to complete the sentences. Look at A n B and 
C opposite lo help you. 

1 We studied the competitors' flighting (patterns / audience / touch points) before selecting a drip 
(pattern / burst / strategy) to give constant media pressure throughout the year. 

2 (Reach / Cost / Frequency) per thousand is the amount paid to reach 1,000 people. It can be 
used to compare the cost effectiveness of different media (planners/ pressure / vehicles). 

3 A huge media (budget / buyer/ mix) is necessary to keep our brand top of (booking / 
viewers / mbid). It is difficult to stand out with so many competitors airing (commercials 
benchmarks / touchpoints) on television. 

4 We invested m new software to help media buyers (approve / optimize /air) our media plan, 

5 The advertiser organized a media (schedule / strategy / audit) to assess the effectiveness of our 
media buying and planning. Unfortunately, we were less efficient than our competitors. 



I 3.3 Match the two parts of the sentences. Look at C opposite to help you 

T The media plan must be approved a to the client, 

2 We use media research to get insights b 

3 The media buyer is accountable c 

4 7 his campaign will run d 

5 Airtime e 



on television can be very expensive, 
by the client before we make any bookings, 
into the viewing habits of our target audience. 
in the national press, 



" 



You are organizing an award event to reward innovative and effective media planning, 
Think about advertising and communication campaigns you have seen recently and make a 
shortlist of recipients for the award. 
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TV and radio 



Advertising on TV or radio 

If a company wishes to advertise on TV or radio, rhe first step is usually to contact an 
advertising agency, who will produce the ad. They will come up with a communication strategy; 
this includes advertising copy for an advert (the text), and perhaps a catchy (ingle (memorable 
music for your ad) or a memorable slogan (for example, Gillette s "The best a man can get 1 ). 

Companies can choose from different advertising formats: 

■ An advertisement that is broadcast on TV or radio is called a commercial or an ad. This 
traditional format is shown in the commercial break between programmes, 

■ An ident is a short film with the brand name and logo shown before a programme. 

a A sponsored programme or AFP (advertiser-funded programme) is financed by the 
sponsor or brand (see Unit 38). 

m Interactive ads are becoming more popular on digital television; in addition to using the 
remote control to change channels, viewers can press a button and respond to an ad 

The audience 

The second srep is to make sure your commercial is heard 
or seen by your target audience. Ninety -nine percent of 
homes in the UK have TV, and the number of digital 
television households (TVH or TVHH) is growing rapidly. 

Most TV channels arc national and viewers from all over 
the country can watch the programmes. Companies can 
buy regional advertising for some TV channels (like ITV 
in the UK) or national advertising if they want to reach 
the whole country. Local radio stations attract listeners 
from only one area. 

The audience profile gives information about rhe listeners or viewers, including age, sex 
and possibly income- The viewing or Listening figures show how large rhe audience is for 
a certain programme or for a whole channel or station. The GRP (gross rating points) 
show the percentage of rhe target audience reached by a television commercial. Television 
ratings (TVR) show the relative popular ity of different TV programmes. Ratings differ 
from audience share, which refers to the percentage of total audience watching TV at any 
one moment who are viewing a given channel For example, an audience share of 65% 
for a football march shows that 65% of people watching TV at that time were watching 
the football match* 

The big channels for each country are called mainstream media. They feature general 
programmes and cater for everyone, providing what people want or need to see. 
Customers can pay to subscribe to cable TV and satellite TV. Terrestrial TV, which 
is broadcast via radio waves, is usually free, or free-to-air, Channel 4 in the UK is an 
example of a terrestrial channel Some national TV channels, like the BBC } are funded by 
a TV licence fee, which all households with a TV set must pay. 

Day parts 

Dayparts are sections of the day during which programmes are broadcast or aired to 
appeal ro the particular demographic group that will be watching or listening. Most 
people have regular listening or viewing habits and will usually watch, or tune in to, the 
same programmes every day or week. 

For names of dayparts and descriptions of audiences and programmes, see Appendix VIII 
on page 115. 



! BBCl 1 

l' 


20% 




| BBC2 r 


20% 




ITV 


1 Styp 




) FIVE 


10% 




| OTHER 




40% 



British TV channels: audience share 
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- 1 Match the words and phrases (1-5) to the definitions (a-c). Look at A, B and C opposite 
to help you. 

1 advertiser-funded programmes 

2 audience 

3 commercial break 

4 daypart 

5 free-to-air 

a TV channels offered free to users, without subscription 

b the population or target group viewing a television programme or an advertisement 

c shows which are fully or partly paid for by an advertiser 

d a broadcast rime period, e.g. daytime: 0900-1630 

e the time during which ads are shown between programmes 

-2 Complete the texts about TV and radio advertising using words from the box. Look at A 
and B opposite to help you, 



char 



listeners 



programmes 



reaching 



station 



TV plays a huge role in our lives and even in these days of 200-plus ( I ) „„,.„. 

ITVI continues to be the most watched, In 2005, a massive 885 of the 1 ,000 highest-rating 
(2) were shown on ITVI. 

Classic FM is the largest commercial radio (3) „. in Lhe UK, 

(4) ******* um almost 6 million people every week. Most or the station's 

(5} „.*.„™„„„™ are not connoisseurs of classical music and come to us because 

of the way Classic FM makes them feel regardless of age. sex or income, 









. 4,3 Make word combinations using a word from each box, Some words can be used more 
than once. Look at A, B and C opposite and Appendix VJTl on page I 15 ro help you. 



commercial 


reality 




break 


opera 


game 


remote 




channel 


show 


listening 


soap 




control 


station 


prime 


TV 




forecast 


time 


radio 


weather 




habits 


TV 
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Outdoor advertising 



I 



Panel size 


Size (inches] 


4 sheet: 


60 x 40 


6 sheet: 


72x48 


12 sheet: 


120 x 60 


16 sheet: 


120x80 


48 sheet: 


120x240 


96 sheet 


480 x 120 
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Out-of-home advertising formats 

Outdoor advertising, or out-of-home (OOH) advertising can 
really grab your attention or get in your face. Advertisers have 
a wide choice of poster sites, sizes and formats from 4 sheets 
to 96 sheets (see table). 

Roadside panels: Billboards are large outdoor panels for 
displaying ads. Giant banners or wallscapes are hung on the 
front of buildings. Outdoor contractors also offer ligheboxes 
(illuminated panels), tri-face billboards (with rotating sections 
allowing three different advertisements to be displayed in 
sequence) and scrollers (signs displaying a number of posters, 
one after the other). 

Street furniture: In 1962 jean-Claude Decaux 
introduced the concept of advertising on bus 
shelters. Pedestrian panels are backlit - lit 
from behind -and normally located on streets 
in town and city centres. 

transit advertising: Taxis, buses, trams and 
trains can be wrapped in vinyl showing a 
company's adverts. Ads can also be positioned 
inside or on the side or rear of a vehicle. 

Ambient media: Adverts can be displayed on 
non-traditional media such as the back of a 
receipt from a shop or a travel ticket, The use 
of floor graphics is common in supermarkets 
and shopping centres. 

Digital outdoor advertising: LED screens are 
used in similar sites to traditional billboards. 
Digital video billboards show short advertising 
spots (IS, 30 or 60 seconds). Consumers 
can interact directly with some interactive 
advertising 

sites, such as bus shelters and poster panels, 
using their mobile phones. 

For illustrations of OOH advertising, see 
Appendix IX on page 1 1 6. 

Note: Paste is the adhesive used to attach posters to walls; the word can be used as a noun and as a 
Billboards are sometimes called hoardings in India and the UK, 

Effectiveness of OOH 

Advertisers can buy a network of sites to target their consumers or to reach people in 
their geographical area, or catchment zone. 

Eye-catching - artracrive and noticeable - ads such as sonic posters (which include 
sounds), 'smelly* posters (including smells or odours) and lenticular posters (showing 
different images as you walk past them) can be very memorable. 

Outdoor campaigns can be measured by opportunities to see (OTS) or coverage {see 
Unit 33). The term approach specifies the distance between the point where the 
advertisement first become visible, to the point where is no longer readable because it 
has passed out of sight. 
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A wallscape and a wrapped vehicle 



verb. 





s 



Y 
I 

Y 
1 



Complete the crass word. Look at A and B 
opposite to help you. 

Across 

2 Another name tor a hoarding, (9) 

5 This type of furniture is bound outside. (6} 

7 This type of advertising makes a noise. (5) 

8 A giant . is hung on a 

building, (6) 

10 Advertising on buses, taxis, ere. (7) 

1 2 Advertising you can walk on: 
a ,.*„. .„,„. graphic. (5) 

13 The latest technology for out-of-homc 
advertising. (7) 

14 The image changes as you walk past this 
type of poster, (10) 

Down 
1 Out-of-home advertising gets in your 

(4) 

3 To put up posters. (5) 

4 An illuminated panel. (S) 

6 By the sides of streets and roads. (8) 

9 Yon can wrap buses and taxis in this material. (5) 

1 1 Another word for 'out -of- home 1 . (7) 

















I 










3 




1 1 1 










3 
















4 




5 




g 
































<. 








8 












9 


















If) 


| 










U 


















12 1 










u 


i 




















• 








ij 




1 

















3.2 Complete the news report using words from the box. Look at A and B opposite to help you. 



s-tx 



catching 



coverage 



graphics 



hung 



shelters wrapped 



Commuters in Bristol were surprised by an 
invasion of out-of-home advertising last 
Tuesday, The opening of a new concert hall was 

announced hy huge banners (I) 

on prominent sites around the city. Buses were 

(2) in the concert hall's logo and 

colours. Bus (3) were treated to 

new eye- (4) >...— ^ interactive ads that 

lit up and made noises as pedestrians walked 
past- A spokesperson lor the new concert hall 
said that the public reaction had been good. 

*We got greater (5) .«* than we had 

imagined; he added. One commuter said that 
she had been pleasantly surprised to find herself 

walking on floor (6) — instead of 

the ordinary floor. 




A digital billboard 



Describe a poster you have seen recently. Why did this ad catch your eye? 
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The press 



THEsifiagTIMES 



Why its only natural 



Make science easier, 

examiners are told 




Newspapers 

Most newspapers are dailies, printed every day. Some are 
weeklies, printed once a week. The national daily press 
includes titles like The Sim and The Times in the UK and 
is available all over the conn cry. The regional press is only 
available in certain parts of the country - for example, 
the South Wales Echo. The local press is similar to the 
regional press but for a smaller geographical area - for 
example, the Basingstoke Gazette is only for sale in the 
rown of Basingstoke. 

Tabloids are newspapers with a smaller format than 

broadsheets. Originally broadsheets carried more 

economic and political reports and were more serious, 

Most UK newspapers today are tabloid or Berliner, 

slightly bigger rhnn a tabloid. However, the term tabloid ^=, f v ^ ; ^,M §=™§lil£E= SBR 

press is still used to refer to less sen o lis newspapers which 

contain sensational stories, short articles or reports, and a lot of photographs. Some 

newspapers ;ire not sold but given away free. These fxeeshcets Lire funded entirely by the 

advertising they carry. 

Magazines 

Magazines can be weekly, published every week; fortnightly, published every two weeks; 
or monthly, published every month. 

For descriptions and illustrations of different categories of magazines, see Appendix X on 
page 117. 

Choosing titles 

The advertising sales department of a newspaper or magazine sells advertising space or 
advertising positions in their publications. As part of the sales effort, ad salespeople work 
with the marketing team to prepare media packs, which contain information about: 

■ The advertising rates, or cost of advertising in the newspaper or magazine. The rate card 
shows the price of advertising and also gives technical data about the size, or format, of 
the ad. The copy deadline tells advertisers when they have to deliver the copy (the images 
and text for die ad] or the complete advert itself. 

■ Circulation figures or distribution figures, showing the number of copies (single 
newspapers or magazines) sold per issue (the version of die newspaper or magazine 
published on a particular date). The readership figures, which show how many people 
read the publication, may be higher than the circulation figures because one copy may be 
read by more than one person. 

■ The advertising policy of the publication, which gives general information on what can be 
advertised, which formats are available, and how to pay, 

■ Details and dares about special features - articles about a particular subject, such as the 
Technology Quarterly from Vhe Economist, or reviews of fashion shows in women's 
magazines. If you are a clothing brand it is a good idea to book space to coincide with 
reviews of fashion shows. 

Choosing a position 

The price of an ad varies depending on the position in the newspaper or magazine. See 
Appendix XI on page 118 for the rate card from a local British newspaper. 
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Match rhe categories of newspapers and magazines (1-6) ro the descriptions <a-f). Look 
at A and B opposite and Appendix X on page 1 17 to help you, 

1 daily local freesheet 

2 fortnightly special interest 

3 monthly children's magazine 

4 monthly glossy mens magazine 

5 regional daily press 

6 weekly national press 

a Since October 10, 1870, the Eastern Daily Press has been a source of authoritative comment 

for its readers in Norfolk, North Suffolk and East Cambndgeshire, helping form opinion and 

encourage debate. 
b A leading quality magazine, whether ifs fashion, sport, health, humour, politics or music, 

every month GQ covers it all with intelligence and imagination, 
c The Siturfay Revww from The Independent is parr of the 'world s best designed newspaper". It 

is renowned for its strong reporting, national news features and cultured outlook, 
d RAIL is published twice a month in the UK. It is Britain's number one modern rail magazine 

tor news, features, analysis and opinion. Perfect for the railway enthusiast, 
e CY- A brilliant new intelligent and entertaining magazine for 7 ro 12-year-old children. Full 

of features, activities, puzzles, facts, cartoons and challenges to stimulate and stretch their 

minds. 12 issues a year, 
f Metro is designed to be read in about 20 minutes and contains bite-sized national and 

international news and local information - entertainment previews, listings, weather and 

travel. We're completely free and you can pick us up Monday to Friday in 15 cities across the 

country 



3,3 



Choose the correct word combinations from the brackets to complete the sentences. There are 
two possible answers for each question. Look at C opposite to help you. 

1 Our (copy deadline is / circulation figures are / readership is) growing year on year. 

2 You can book (advertising positions / advertising space / advertising policy) using our secure 
online booking system. 

3 Please click here to download a PDF version of our (media pack / book space/ rate card). 

4 Before submitting an ad, please make sine you have read and understood the (technical data / 
advertising space / advertising rates). 

Make word combinations using a word or phrase from each box. One word can be used twice. 
Look at Appendix XI on page 1 IS to help you. 



centre 




matter 


faring 




page 


front page 




solus 


full 




spread 


half 







Collect some newspapers and magazines, and select an ad. Which format has the advertiser 
used? Why do you think they have selected this publication and this format? 
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Printed documents 



Design 

Printed documents (or printed material) are usually prepared by a graphic studio. Graphic 
designers design the page, or layout, and prepare a dummy or a mock-up which shows 
how the finished job will look. They work to graphic guidelines to ensure that all the 
marketing collateral (which includes sales aids such as brochures and magazine ad inserts) 
has die same look. 

The copy (the text) is written directly by the marketing team, or by specialized 
copywriters working for a communications agency. This process is known as copywriting. 
The copy is proofread to find and correct mistakes. 

Preparing to print 

The graphic chain refers to the process of printing documents, or the print job, from the 
initial contact with the printers to the final run when the finished material is primed. The 
process starts with establishing an estimate, the price for the print fob. The print run, 
or number of documents to be printed, must also be decided. A long run prints a large 
number of documents. Some printers accept short runs til only ten documents. 

Jt is important to fix or set deadlines for job completion. It is also essential to respect 
deadlines so that each stage of the job is completed on time. 

The print job 

There are four stages to a print job: 

1 Prepress, the first stage, covers all the work before printing happens. This includes typesetting, 
also known as composition, which is arranging the rext and artwork (photos and illustrations) 
on the page. Print specifications - prepress guidelines including colour references and 
dimensions - must be followed. Registration marks, showing how to line up the colours on a 

(page, and crop marks, showing where to cut, or crop, the paper, should also be included. 
2 Final proofing, the second stage, involves checking the print job. At the end of this process, 
the client will sign off the fob and agree that no further amendments, or corrections, need 
to be made. Marketers are often responsible for this 'proof OK'. A press check is rum a few 
copies are printed and checked for colour correction, to make sure the colours are right. 

3 The third stage, known as printing or 'the press 1 , involves transferring ink to a material such 
as paper, plastic or metal. There are several different printing techniques and colour options. 

■ Silk screen: used to produce multicoloured designs for flat surfaces, like signs or CDs. 

■ Lithographic: used for large quantities of printed material such as brochures. 

■ Hot stamping: a more expensive technique used to print in gold, silver or other foils and 
metallic papers. 

■ Embossing: creating a raised mark on the material. 

■ ■ Digital printing: specifically dedicated to short runs; data and images are printed directly 

from a computer file. 

1m Full colour can be achieved by the four colour process, or CMYK (cyan, magenta, yellow, 
and key / black). The six colour process, or Hcxachrome, developed by Pan rone, uses 
CMYKQG - orange and green are added to make more vibrant colours. 

m Spot colours, exclusively made inks, cannot be reproduced by the four colour process. 

■ Black and white (b/w) printing; mono, or one colour, printing sometimes uses black ink. 

4 Finishing, die final stage, may include perfect binding (joining several pages together into a 
book, brochure or catalogue), folding (bending the paper onto itself) or perforating (making 
small holes in the material -for example, for moncy-off vouchers or response cards), 

SO Professional English in Use Marketing 




Make word combinations using a word from each box. Then use the combinations to 
complete the description of a print job. Look at A, B and C opposite to help you. 



graphic 




OK 


job 




a deadline 


long 




designer 


press 




run 


printed 




check 


proof 




completion 


set 




material 



2* 



s ::J 



w, 



Objective 

Hotel group Queen's Moat House Hoiefs UK wanted to attract more families with children in the three to 

ten years age group. Moat Houses (1) „„ „ for (2) „.„.Jor ear]y spring, 

Solution 

With no previous history in this sector a brand had to be created from scratch. Our (3) 

created three medieval characters, Sir Quintm Malpas Hump, his servant Morris, and a dragon called Henry, 
The initials of each of the first names being QTvH representing those of Queens Moat Houses, The trio 

have subsequently featured in other (4) , ; comics, paper hats r and posters to name but a 

few items - all designed and produced by HOA, After (5) >.. „. , from Queen's Moat House Hotels 

we launched a (6) „„. Lo validate the colours. 

Result 

All of the items that HOA produced were very mucn in demand, to the point that many of them became 
collector's items. We are currently working on a summer menu for the hotels. This print job will have a 
[7) . as the previous items have been so popular. 



■ . m\tm m*,m 



Replace the underlined words and expressions with alternative words and expressions 
from A and C opposite. 

1 P rintedjri ate rial that helps sell a product leaves a lasting impression on your clients, 

2 Yon can trust our writing skills to create fantastic-sounding arguments. 

3 We will guide and assist you in all stages of the printing work . 

4 We print in bLue, pink, yellow a nd bjack . 

5 After the period ofcheck i ng and am e ndin g the prinr job , the client tells the printer to start 
printing . 



Embossing 




Hot stamping 



Pcrforating 



Find a printed document that you think is effective. What is the purpose of the document 
and who is the target? Describe: 

■ the layout m the artwork m the copy m the finish. 
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Branded content 



* 



History of branded content 

Branded content is entertainment creared, funded or produced by a brand. bor example, 
Nestled Purina per food produces a TV show called Talk to the Artimuls, which has 
stories abour animals and advice on feeding cats and dogs. Brand messages or values are 
integrated into rhe con rem of an entertainment property, which could be a TV show, a 
video game., a book or a live event. 

The entertainment property is often co -created or co- produced by the brand. The brand 
sometimes barters, or exchanges, the entertainment property for airtime — commercial 
space on television or radio. 

Branded content has grown due to media fragmentation (see Unit 32). With more and more 
TV channels, websites and magazines, it has become more difficult for advertisers ro reach 
their target audiences with conventional interruprive advertising such as commercials in 
advertising breaks- However, by providing con rem, the brand engages and connects with 
consumers, offering an emotional encounter with the brand, or a brand experience, rather 
than just exposure to an advertising message. 

Types of branded content 

Advertiser-funded programmes: the name for branded content on TV and radio, this is 
now a common feature of rhe audio-visual landscape, The travel agent, Thomas Cook, 
has even become a media owner, with initiatives such as Thomas Cook TV 7 , which 
broadcasts programmes about holiday destinations. 

Off-air events: brands organize shows or events, such as the Nokia Urban Music Festival, 

Digital media networks: this has screens with information, news or entertainment in 
public places such as train stations. Tesco has captive audience networks in its stores. 

Online: the interactivity of online piatiorms {see Unit 39) allows brands to create a 
dialogue with consumers and even to display, or post* written or video user-generated 
content (content developed by visitors ro the site). Land Rover's internet TV channel, for 
example, encourages viewers to share their content by uploading their own films. 

Mobile or wireless content: brands provide content such as mobile games, logos and ringtones. 

Contract publishing: many brands have gone beyond producing advertorials - advertising 
in a newspaper or magazine presented to resemble an editorial article. Some brands are 
now producing consumer magazines which increase the time the consumer spends with 
the brand. 

Films: BMW commissioned a series of films by Hollywood producers starring their cars. 

Advergaming; embedding, or integrating, the brand values in advergarnes - video games 
produced by advertisers - enables advertisers to reach young adults, who often avoid 
conventional advertising. 

Product placement or integration: a product or a product reference (when someone 
mentions rhe product) appears in an entertainment property. Product placement has been 
common since the 1960s, when Sean Connery was seen driving an Aston Martin in a 
James Bond film. 

Efficiency 

Marketers need to ensure that branded content serves the marketing communication 
objectives (sec Unir 334 &S well as rhe editorial needs of the broadcaster. Branded content 
can generate huge media exposure (reach a lot of people}, and achieve media standout - get 
the brand noticed. Some advertisers assess media efficiency by calculating the cost of buying 
equivalent airtime - that is, the same amount of airtime using conventional advertising. 
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Choose the eorrecr words from the brackets to complete the articles about branded 
jontent. Look at A and B opposite ro help you. 



DON 



WINSLO 



BEMTFffULlUDE 



1 BMW have (commissioned / sharing / 
embedding) contemporary authors to write 
downloadable audio books filled with intrigue 
and suspense. The stories are (boosted / co- 
produced / entertained) with the publisher 
Random Mouse. This is another example of 
BMW using (branded entertainment / contract 
publishing / advergaming) to engage with 
consumers* 

2 The Coca-Cola Company has teamed up with 
Smartphones Technologies to deliver Coca-Cola 
polar bears and other Coke (branded contem I 
advertorials / captive audience networks) to 
cell phones, Smartphones will also create 
Coca-Cola (off-air events / mobile content / 
user-generated content) such as video ringtones 
and mobile games. Coke has universal brand 
recognition and is offering the consumers a 
brand (experience / value / reference) that will 
boost the perception of the brand, 

3 (Contract publishing / Product placement / Wireless content) has become commonplace in 
movies and TV shows. Now it's coining to comic books - DC Comics is launching a new 
series which showcases General Motors * car, the Pontiac Solstice- The hero, known as The 
Rush\ will be seen driving the can DC Comics is promoting their title as a place to (engage 
with / volunteer / share) young men in their 20s. 

2 Complete the quotes using words from the box. Look at A and C opposite to help you. 




BMW audio book 



airtime 
barter 



connects 
exposure 



generated 
share 



standout 
communication 



Branded entertainment can help a brand achieve media . 
in a world with increasing media choice . 



j 



We establish the price of a 30-second commercial and then calculate the 
value of the we „„...„,.„ in exchange for the programme. 



j 



If your marketing ..,. ,„».. objectives are ro change attitudes and increase awareness, 

the media you get from product placement could be very useful. 



wm 



j 



User- ,.,. content is very effective. It's not expensive for us to produce, the users love 

to „.,..<„.., ,„. their films by uploading them, and it really with our target. 



J 



Imagine that you are participating In a conference about branded content Write a short 
speech entitled: 'Is branded content the future?" 
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The internet 



Internet advertising 

Some of the most common internet advertising formats are banners, buttons and 
skyscrapers (see below). Other formats include; 

m Pop-ups - new windows that open on your screen as you surf the web, 

m Micrositcs - small websites (which may be pan of a large website) dedicated to promoting 
a specific product or event, A microsite has its own address or URL. 

m Rich media formats - animated, highly interactive advertisements. 
J he effectiveness of an online ad unit or online advertising vehicle is measured in impressions 
- die number of times that the ad is shown to an online audience. A good campaign will use 
contextual technology to deliver ads to web pages that are relevant to the target audience. 



in in tii 



i 



search engine 



paid search — - 
listing 

organic I istfrig - 



SEARCH i mother's .day presents 
Name a flower for Mother 



Personalized Book 




Presents 
Galore 

Click Here 



[Search | 

Perfectgift 



-I. Mother's day presents - Great gifts 

Mother's day gift ideas - find that prefect present 

2, Mother's day - Excellent gift ideas 

Shop for Mother's day - choose from a wide selection 



- banner 



- query 



- button 



-skyscrape* 



Search engines 

A search engine, such as Google or Yahoo! Search, allows users to look tor specific 
information on the web. Search engines list relevant websites, or return search listings, in 
response to a user query - a keyword or search term typed into die search box. 

Search engines are interesting to marketers as rhey provide targeted traffic -when a 
consumer searches che web, they may be ready to purchase a product or service (see 

Unit 2U}, 

Search engine marketing 

Search engine marketing (SEM) includes: 

• paid search - in addition to the organic listings or unpaid search listings, brands can pay 
search engines to display advertising in die form of sponsored links or paid search listing* 

■ search engine optimization (SEO) - increasing the number of visitors, or traffic, to a 
website hy improving the ranking of the website. This means getting a search engine to 
rank the website high on die search engine results page (SERP). 

SEO techniques arc classified as white hat if rhey are recommended by search engines as 
part of good web page design, and black hat if they are disapproved of by search engines. 
Keyword stuffing is an example of a black hat technique; a web page is loaded up with 
keywords to mislead the search engine about the content or interest of rhe website. 
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Make word combinations with search using words from the box. Some words cannot be 
;sedj and some can be used more than once. Look at A, B and C opposite to help you. 



manner 


keywords 


page 


traffic 


box 


listings 


paid 


terms 


engine 


marketing 


results 


unpaid 


hat 


optimization 


skyscraper 


user 



search 



What do these abbreviations stand for? Look ai B and C opposite to help you, 

SEC, , . 

SEM, . , 

SERP _ M i . 

In the description of SEO, the underlined words and phrases arc in the wrong place. 
Move them to the correct position. Look at B and C opposite to help you. 



oor> 



3EO is short for search i'i i ■ ank ^otimizalion oe the nun 

site by imprQVtna Hie sb&s fg) SERF m tns (3) er^te i-^umec by saarch engines 

\Ne arts a leading (4j listing? COJ lb many ye i 

how search sng rnkmg wefc r .;aci8s. Our e i aw SEO r.-: 

websites HI the top of the (5) SEO. 

How do we do It? TW Irtfa d sinpte question bu . 



4 

• 






Choose the correct words from the brackets to complete the sentences* Look at B and C 
opposite to help you. 

1 Some marketers pay search engines ro (rank / ranking) their website higher. 

2 SEO uses keywords to get a better (rank / ranking). 

3 Black hat SKO uses trick techniques to get a higher (rank / ranking). 

4 Users usually look at the websites that (rank / ranking} at the top of the results page* 



Which ad formats do you see most often on the internet? Why do you think these formats 
are so popular? 
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Buzz marketing 



86 



Word of mouth 

Marketing has relied on word of mouth ( WOM) for a long time - happy consumers have 
always told their friends about the products they like. Direct marketing (see Unit 29) 
often includes testimonials from ordinary people or the general public who say why they 
like using the product. Favourable word of mouth publicity - positive WOM - is highly 
beneficial for the brand because the person who spreads the word is usually highly crusted 
- a family member, for example. However, the product or service must not disappoint the 
target audience - it must live up to the hype created by WOM. 

Buzz marketing and stealth marketing 

Buzz marketing uses existing networks, often social networks (for example, groups of 
friends), to increase brand awareness. Social networking relies on the idea that people 
will pass along and share cool and entertaining content. Unlike word of mouth, buzz is 
generated by the brand itself, looking to build awareness of a product or service. A buzz 
marketing campaign hopes that the message will spread quickly, thanks to buzz agents, 
people who pass along messages. 

CommentilK is a company which specializes in live 
buzz, This is done by performers (actors) acting out live 
advertisements. To promote the Nintendo Wii, reams 
of performers visited cinemas, interacted with other 
cinema goers, and played a game live on the big screen. 

Brands also use stealth marketing, where consumers are 
not aware that they are being marketed to. For example, 
Sony promoted a camera -phone using actors who 
pretended to be tourists. The actors asked people ro take 
pictures of them, and took the opportunity ro praise the 
brand, saying positive things about it. 

I-. . ■ , Live buzz 

Electronic buzz 

An electronic buzz marketing campaign, also known as viral marketing, uses viral 
commercials - ads which are sent around the internet by users themselves. The 
commercials could be funny video clips (short video hies), interactive Flash games, 
images, or any content people would be inclined to share with others, These campaigns 
can be started by email, in chat rooms or on discussion boards where groups of people 
with shared interests meet online, and on peer to peer sites such as YouTube. 

At the end of a viral commercial there is usually a clickable link to "tell a friend' or 
'email this page'. The success of an electronic campaign can be measured by die number 
uf emails opened, the dick-through rate - how many people clicked on the link after 
opening the mail - and the number of pass-along events (emails sent to contacts). 

Generating a buzz 

This extract is from the website of Outstanda* an internet markering agency: 

Buzz marketing is a strategy that will get you talked about and in the news. Outstanda specializes in helping clients 
generate more buz./ on the web. We will create a liHle buzz each day. We will add to the buzz witn press releases g-. ; 
by cultivating relationships with hlnggers. We help you identify what makes you buzzworthy worih talking about. 

| Many buzz efforts take at least four weeks ol planning and much more time for the story to calcft on h or become 
popular. 

■ Mi ll I Jflll ■ 'IP J I JI^W JPPWWWPPIWWPW^P^^ 

Note: For more information on press releases, see Unit 47. For more on bfoggers, see Unit 50, 
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Make word combinations using a word from each box, Then use the correct forms of some of 
die combinations to complete the sentences below. Look at A, B and C opposite to help you. 



chat 


social 




along 


word 


general 


spread the 




audience 


public 


live up to 


stealth 




mouth 


peer 


pass 


target 




the hype 


networks 


peer to 


word of 




marketing 


room 



1 City dwellers are increasingly buying food products direct from farmers. Sixty-six percent of 
customers said they had heard about the farm rhey use by t 

2 Three mothers created a line of clothing for kids called Mum's The Word in 1995. They 
dxessed their own kids in M. urn's The Word clothes; die kids became brand ambassadors and 
... , .. about the new brand. 

3 One of the most difficult aspects of viral marketing is making sure the product or service 

„ .,., and doesn't disappoint the consumers when they actually try it. 

4 Advertisers are starting to use ,„.. The brand sends a message to i\ 

limited number of inftuencers, who spread the message to their network. 

Match the two parts of the sentences. Look at A, B, C and D opposite to help you. 

T Procter 6c Gamble has released viral 

2 In addition to launching the Noscruf.org website, the campaign includes paid search ads, and 
two viral videos on the peer 

3 The Sony Bra via advert with paint exploding over a block of flats spread 

4 The general 

5 The film has been uploaded onto peer to peer sires and widely discussed in chat 

6 The JetBlue airline recruited a network of buzz 

7 Influential studenrs pass 

8 A portal allows ambassadors to share ideas and communicate with other students in their 
social 

a agents called CrewBlue Campus Ambassadors. 

b rooms. 

C along the airline's brand message on university campuses. 

d public was allowed to attend the shooting of the new campaign and the film w r as released on 

the Bravia website, 
c commercials that aim to persuade men to shave, 
f on the internet, 
g to peer site YouTube.com. 
h networks. 



The Sony Bravia advert 




The Federal Trade Commission (FTC) is opposed to stealth marketing- Find three arguments 
for and three arguments against stealth marketing. 



Professional English in Use Marketing 



87 




Sales promotions and displays 

Sales promotions 

Marketers and consumers are people miking about sales promotions: 

We run a prfy* Jraw, Or competition, ever M vf^r in the summer. it s free to enter, so 
we have to label Ot packs with no purchase necessary to show thai consumers doni have 
tO buy the product to enter. This year were thinking Of changing the rales. Wed like to 
hcWe On element of skjfl b^ asl^ the entrants to answer a simple question in Qr<kr to 
take part. This way we can require a proof of purchase, like a receipt, from the entrants. 

1^^^^ bfeCUHlS teCaUSe l^ a """TOff <*****■ TK[rll 1 P^ c& «ff« ^ U*ts not bad. 
Hj son got tt from the internet. It s one of these new e-COupOns. Vou Icpou - an online coupon. 

I always bujj my shampoo when there is a special offer 5 like three 
for two. Its even better if Its buy One get One free, or BGGGF. 



■ 



As the marketing manager for a breakfast Cereal, I like to use gifts with 

purchase to target children. We often put a small plastic toj instde the packet. (See Unit 2" 



My local supermarket always goes cra^ in the summer with seasonal promotions ft,, 

and "eg ^y. Sometimes tJ ou can't fnd the milk, because of all the in-store promotions 



or sun Cream 



i 



Point of purchase (POP] or point of sale (POS] displays 

Display units come in a variety of shapes and sizes- ft is possible to display die products 
themselves, product information and advertising. 



Pirttse take 
a k afler 



Ml 



A wall-mounted 
literature holder 




A hanging 
banner 



Shelf wobbltr- 




A floor-standing 
display 
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A window display 
Professional English in Use Marketing 





A totem 



A ten: 



card 



A counter-top 
display 




Make word combinations using a word or 
phrase from each box. One word can be 
used twice. Then use the word combinations 
io complete the sentences below. Look at A 
Opposite to help you. 



an element 




coupons 


money-off 




offer 


no 




of skill 


online 




promotions 


seasonal 




purchase necessary 


special 




two 


three for 







1 Some „ ,„..>.._ *« „*., .... can be found on the internet. These arc called 



- ,3 



2 When children go back to school after the long holidays there are always 
_. h on pencils, paper and school bags, 

3 If »..„«* ..... is written on the pack, you can enter the prize draw without 

having to buy the product. 

4 For sonic prize draws ..„ ..;; >....„. is needed to answer questions or complete a 

simple task, 

5 ^ is a popular type of .„„.„,.„.„.. as you get one free 

product. 

Replace the underlined expressions with alternative expressions from B opposite, 

These days, there are a Jot of f I ) shop advertising displays. As you walk down the street you 
can easily see the (2) advertising in the window . These are designed to tempt you into the shop. 
When you go into a supermarket, the first POP you will probably see is the {3} advertising at the 
bottom of the basket . For special events, like in-store promotions, there may be (4) large printed 
adverts or (5) displays. atxhcixnd_ of the aisle s. (6) Large bins for displaying the product from 
which the consumer ca n help him / herself are ofren used for dry pre-packaged goods. Some 
large displays are (7) put on the floor , (8) Displays put on the counter are usually smaller. 
(3) Attached to the wall displays might he a better idea, if there is really no floor space for a 
display. Probably the smallest displays, but ofren the most effective, are the (10) small static 
signs on a shelf . Consumers see them as they walk down the aisles and use them ro identify 
special offers. 

Read the remarks made by marketing managers and recommend promotional actions. 
Sometimes more than one suggestion is possible. Look at A and B opposite ro help you, 

I thinly we should do something with a pri^e. Id like to reward Our 
most loyal customers and generate some bu^ around the bratvt 

I think, we need to attract hew consumers and regard Our existing clients. Perhaps we 
COuld print SOme pieces of paper that let people buy the product for a cheaper pr:Ce< 

VJhij Jen t we have sCme little signs On the shelves Or Cn the product itself? What about 
the ones that bounce up and down as tjOU wa 11^ past or as jOU move the product? 

■ 

1 d like to have something big> e^e-catching and functional. Maybe at the end of 

the aisles j where the customer can take the product and See the special offers. 




Look in your cupboard and find a product that has a special offer on the packaging. What 
kind of POP display would work best with this promotion? 
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Direct mail and email 



The advantages of direct mail 

The United States Postal Service describes the advantages of its direct mail service on its webf 



nnn 



i C + ■ http://www,usps.conn 



■ a- 



Targeted: focus on your specific audience, directing your campaign 
(or mailshot / mailing) to the market you want to reach. 

Personal: address customers by name. Write specific messages for them and 
personalize your message. 

Flexible; a variety of formats, including letters, postcards, or brochures. Be creative 
with colors and graphics, Offer a free sample of your product. 

Tangible: customers can hold your mail piece. Coupons or free samples included in 
your mail piece help encourage customer interaction by getting them to use the 
product. 

Measurable; track the results of your Direct Mail campaign by counting the 
responses or inquiries it generates. Work out the cost per response for each campaign 
or go a step further and calculate the cost per conversion - how much each sale cost 
in terms of direct mail spending. 

Cost-effective: your targeted message goes directly to the people you want to reach, 




Note: For more information on free samples, see Unit 43. 

Organizing a direct mail or email campaign 

Billy Yates, managing director of a direct mail company, talks about organizing a mailshot: 

ijnforrunatdy, many first-nine mailers overlook some of the basic "'rules" of creating an 
effective direct mail campaign. 

Firstly, the accuracy of your mailing list. You can ask a mailing list provider or list broker 
ro sell or hire out lists of customers' names and addresses from their database. Work with 
your list supplier to develop an effective prospecting list that includes the con [act details 
of a large number of your target audience, or people with a similar profile - the same 
interests or buying habits. Remember- direct mail is sent to people who are interested in 
it, Junk mail is posted to people who don't want it, and spam is emailed to people who 
aren't interested. You should always include an opt out of receiving publicity from your 
company: let people rick a box to say that they don't want to hear from you. 

Secondly, the appeal of your mail piece. You must encourage, or entice, people to respond. Yo. 
ean boost response rates by offering free gifts or discounts. Use a call to action: tell the reader 
what you want them to do. Include a deadline; tell the reader when he or she must answer.' 

Note: For information on the Data Protection Act in the UK, see Unit 23. 
For more on turning prospects into clients, see Unit 29. 

Describing a mailshot 

There are many different items that can be included as part oi a mailshot. See Appendix 
XII on page I 19 for a list and illustrations. 
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Put die words and phrases from the box into the correct columns to make word 
combinations. Look at A and B opposite to help you. 



broker 
effective 



junk 
mailing 



per conversion 
per response 



piece 
prospecting 



GQeft-etf6ct\ve 







-2,2 Two marketers are talking about direct majh Complete the sentences and then put them 
m the correct order to make a conversation. Look at A and B opposite to help you. 

1 Well, if we send them a free .„„„, , people can try the product. It's is a way to interact 

with the brand. We also need to include a - to action. 

2 Yes, absolutely* The message is ........,„ and it will go straight to our specific 

„«......„.« And the effects are - — - We can work out cost per ...,< 

and ..... per conversion, 

3 Perhaps, but i think the best way to boost rates is to offer discounts. 

4 Let's get started. Can we talk about the communication plan? Do you think a direct mail 
„«.. > would be cost- ? 

5 OK, so we've talked about costs, but Fm really more interested in your views on 
....... interaction. 

6 How about 'Order today and receive a free gift"? Do you that would .... ,. our 

customers to respond? 

-2.3 During a focus group on direct mail, the moderator asks questions about why people open 
mallshots. Match the questions (1-4) to the answers (a-g), then replace the underlined 
expressions with alternative expressions from B opposite and Appendix XII on page 119. 

1 What makes you open direct mail? 

2 What makes you reply? 

3 Do you talk to your friends and family about mailshots you receive? 

4 What kind of information do you expect in the covering letter? 

a 1 only answer if there is an incentive like a present for me or my children , 

b 1 give the p i ece s o f p a p e r fo r say i iig_ m oney in the superm a r k et to my friends, if I don't use 

them myself, 
c Details about the product, special offers, and perhaps the form for ordering the prod uct, 
d \ doiVt. AH the unwanted mail 1 get goes into the recycling bin. 
t I sent oft a card that already bad a stamp on it the other day It was easy - I didn't have to 

look for a stamp. 
f 1 rarely pay attention to mailshots but sometimes a funny-looking or unusual envelope catches 

my eye. 
g I gave the little trial pot of face cream to my mother and she told all her neighbours. 



Look at some direct mail that you have received recently, and namethe items sent to you in 
the envelope. What was the purpose of each of the items? Did the mail piece turn you into 
a client, or a potential client? Why / Why not? 



Professional ErcgiJsrr in Use Marketing 



»i 




I 



Street marketing and sampling 

History of street marketing 

Music bands were the first to use street marketing to spread the word - inform people 
- a hour their concerts and recordings. People pass on information by word of mouth, 
talking to their friends and family. Originally, a street team was a grassroots organization 
jan informal group of unpaid volunteers). The teams are not normally paid for their 
grassroots promotional efforts bur are rewarded with free rickets and merchandise (or 
swag), such as CDs and T-shirts. 

Professional street team management firms have now adopted the concept. These 
professional street tcamers are often called street marketing groups. They can help get the 
word out about (or publicise} an upcoming event or new products and services. 

Aims of street marketing 

JVlarketing managers choose this form of direct marketing for various reasons: 

■ to build awareness, or knowledge, of a product amongst a specific demographic - for 
example, men aged 20 to 35 

M to increase the purchase consideration (get consumers to consider buying a product) 

■ to create a buzz so that the target start to talk about the brand (see Unit 40) 

■ to establish a dialogue with potential consumers (start talking and listening to people's 
opinions about the brand) 

M to turn consumers into brand ambassadors who will relay or pass on the brand messages 

■ to build the credibility of a brand by convincing influential and trusted peer members 

- people of the same age or with the same interests - of the advertiser's rarget market to 
use the brand. 

Successful street marketing tactics 

Street reams operate in high traffic areas where the rarget audience work or relax, such as 
festivals, concerts, trade fairs and shopping centres. 

Street marketing uses a variety of guerrilla, or unconventional, marketing activities to 
attract the attention of their rarget or to get in Uicir faces, 

■ Product sampling - street tcamers give out, or hand out, free samples. 

■ Posting, or putting up, stickers and posters. 

■ Collateral distribution - hand-to-hand distribution of flyers, postcards, leaflets and small 
gifts, also called giveaways or goodies. 

■ Costumed actors and wrapped vehicles to create a brand experience. 




A costumed 
actor 



Handing out 

leaflets 



Free samples 
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Note: Marketing can be described as in-your-face if it is very aggressive. 
Leaflet or flyer? See Appendix I on page 108. 
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Anna Bounty works for a major record company. CompJete rhe extract from an interview 
using words from rhe box. Look at A and C opposite to help you. 



I flyers 



grassroots 



posters 



SVVL1£ 



word 



word of mouth 



Meet the woman who organizes (1) „.., ., pro motion a f efforts for your favorite artists. 

What do you do? 

I run the street team. They get the (2) .... out about events such as album releases 

and tour dates, 1 have street teamers in every city putting up (3) , , handing out 

stickers and (4) „, and giving out free CDs. Street teamers afso pass on information 

by (5) The fans are rewarded with free records, tickets to shows and other 

{6) 

2 Read the information about a product launch and select the two objectives from the 
PowerPoint slide that best describe the campaign. Look at R opposite to help you. 

Objectives 

1 Establish a dialogue with potential 
consumers 

2 Build awareness amongst seniors 

3 Create a buzz about a new energy drink 

4 Use celebrities to build the credibility of 
the brand 

5 Increase purchase consideration 
amongst housewives under 50 years 






1 



: 



-] 



We launched a street marketing campaign to reach the elusive youth market, The campaign 
targeted IS to 25-year-old customers at home, at work and in the street. The goal was to create a 
fun environment where trendsetters and influences could talk about and taste the new products. 
Street marketing was used to create a buzz about our new range of energy drinks. A bus r decorated 
in the logos and colours of the brand, travelled along the French Riviera corn muni eating brand 
messages. We distributed samples in nightclubs, in fashionable bars and in stylish locations on the 
Bay of Angels. 






43.3 Choose the correct words from the brackets to complete the sentences. Look ar A, E and 
C opposite to help you, 

1 Well have street teams at all this summer's festivals, to help build rhe (credibility / dialogue] 
of the brand. 

2 Cosiumed actors will be handing out free (goodies / samples) of the product, 

3 We'll also be giving out (leaflets / flyers) with information about the range. 

4 We'll have a (wrapped / costumed) vehicle - probably a bus - clearly visible at all the festivals- 



Design a street marketing campaign for a product or service of your choice. 
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Anna Bounty works for a major record company. Complete the extract from an interview 
using words from die box. Look at A and C opposite to help you. 






flyers 



grassroots 



posters 



swa^ 



word 



word of mouth 



Meet the woman who organizes (1) ..„„ promotional efforts for your favorite artists. 

What do you do? 

I run the street team. They get the (2) „.„...„. ..„„. out about events such a$ album releases 

and tour dates. J have street learners in every city putting up (3) , , handing out 

stickers and (4) m > ..„*, and giving out free CDs. Street teamers also pass on information 

by (5) M The fans are rewarded with free records, tickets to shows and other 

(6) 

- - - - . — 

-3.2 Read the information about a product launch and select the two objectives from the 
PowerPoint slide that best describe the campaign. Look at B opposite to help you. 



Objectives 

1 Establish a dialogue with potential 
consumers 

2 Build awareness amongst seniors 

3 Create a buzz about a new energy drink 

4 Use celebrities to build the credibility of 
the brand 

5 Increase purchase consideration 
amongst housewives under 50 years 






i 

L 



43.3 



We launched a street marketing campaign to reach the elusive youth market. The campaign 
targeted 18 to 25-year-old customers at home, at work and in the street. The goal was to create a 
fun environment where trendsetters and influencers could talk about and taste the new products. 
Street marketing was used to create a buzz about our new range of energy drinks. A bus, decorated 
in the logos and colours of the brand, travelled along the French Riviera communicating brand 
messages. We distributed samples in nightclubs, in fashionable bars and in stylish locations on the 
Bay of Angels. 



Choose the correct words from the brackets to complete the sentences. Look at A, B and 
C opposite to help you. 

1 We'll have street teams at all this summer's festivals, to help build the (credibility / dialogue) 
of the brand. 

2 Costumed actors will be handing out free (goodies / samples) of the product. 

3 We'll also be giving out (leaflets / flyers) with information about the range, 

4 We'll have a (wrapped / costumed) vehicle — probably a bus - clearly visible at all the festivals. 



Design a street marketing campaign for a product or service of your choice. 
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Logos 




Types of logo 

The best corporate logo design or company logo design is simple (nor complicated) and 
memorable (easy to remember). An eye-catching, or attractive and noticeable, image will 
be remembered and recognized regardless of size. 

A descriptive design uses an image to depict, or represent, 
tbe company's name or business. The Batman logo is a good 
example of a descriptive design. 

m An abstract design is a symbolic representation and doesn't show 
a product or service. The Nike Swoosh is a good example. 

■ A typographic design uses the company's name or initials. Tins 
kind of design is also called a logotype. Good examples are the 
Ford Motor Company or the Golden Arches of McDonald's®. 

Logo design 

A design brief for a logo might include: 



m 

Pm lovin 5 if 



i 



Name of company 


Netting Garden Supplies & Design 


- 
Company activity 


Garden supplies and landscaping 


Current symbol 


ffl W^ ^^^J 


Tagline / slogan 


J Down to earth' 


Client request 


Several years ago they adopted a logo that isn't bold or distinctive 
enough, They now want something fresh and sensitive to cultural 
norms concerning gardening and leisure activities. They want to 
convey the idea that they are a relaxed and friendly company. 


Client preferences: 
colours 


Green r brown, yellow, and perhaps some red 

Natural colours 

Multicoloured 


Client preferences: 
shapes 


Curved shapes, for example circles 

No straight lines (squares, rectangles, etc.) 


Main competitors 


National garden centre distribution networks 
Homebase, B&Q 
Local hypermarkets 


Logo usage 


Stationery, shop front, shopping bags r fleet vehicles, staff uniforms 



Typeface 

The typeface is the design of the letters used. A typeface may have a number of fonts 
with different weights and styles, such as roman, italic and bold. Times and I Jelverica are 
names of popular typefaces, and Times Roman, Times Italic and Helvetica Narrow arc 
names of some of rheir fonts. The font can be a serif type or sans serif type. A serif is a 
small line that gives a decorative finish to the main lines of a letter. 



UPPER CASE 

lower case 



Times Roman 
Times Italic 
Times Bold 



sans serif type 
serif t^gfe_p 



E 
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Are the logos below descriptive, abstract or typographic designs? 




Q 



C 




^XHoOf 




RENAULT 



ft 



-4,2 Replace the underlined words and expressions with alternative wotds and expressions 
from A and B opposite. 

1 This logo is very attractive and not i ceable , 

2 The Yahoo! logo is a logotype . 

3 Last year we started to use a new logo, 

4 The logo for the Olympic Games is very colourful , 

5 We need a new logo that is easy to remember . 

6 Our new logo needs to be dif ferent from the others . 

7 The Olympic logo has lots of lines that are nor_ straight , 

8 The Apple logo is not complicated . 

9 We want the new logo to represent the company name, 

44.3 Match the font types in the box with the typefaces below. Each typeface has more than 
one font type. Look at C opposite to help you. 



bold 



italic 



lower case sans serif type serif type upper case 



1 name of company lower case, \?o\& M ^ans serif type 

2 NAME OF COMPANY 

3 name of company 

4 name of company 

5 NAME OF COMPANY 

6 name of company 



How many logos can you draw from memory? Why are they so memorable? 
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Materials and containers 



Describing packaging 

At an international packaging fair, you see these products and hear these comments about 
what the packaging is made of and how it opens. 



We manufacture trigger spray 
bottles. All Our Sprats are made 
of plastic, 



r 



Our drinks cans are 
manufactured in aluminium 
We can personage the ring 
pull, Or tabj ' n l jOU r brand? 



colours. 



v_ 



Cur tubes com* with screw- 
top ltds Or fUp-top U$, The 
fKp-4.Qps are more and mOre 

popular. 



We make ftO^leS fOr aerosol 
cans and trigger sprats. The 
aerosols are manufactured ir 
aluminium. 



V 



We make pots for yoghurt and 
tubs for tCe Cream. The ice- 
cream tubs have snap-on Us 
and the ijOghurl pots have peel- 
bad^ lids, or peelable lids, made 
from foil Or plastic. 



Cereal boxes are eCO-friendly 
made out of recyclable card 
that can be treated arid used 
again > SO they re better for 
the environment. Sample-s^e 
packets are also available. 



We specialise in glass bottles 
and jars. The wine bottles are 
sealed with a co\. 




We make clear plasUc bottles, 
w*hich ar& usually used for 
water. 



We manufacture the 
machinery that wraps chewing 
gum in aluminium foil The 
packets are then wrapped in 
cellophane. The packet has a 
tear opening. 



We produce blester packs, Vor 
nOh-medical products there is 
usually a card bacl^ng. For 
tab lets t pills and medicine there 
is always a foil backing. 



We produce Cartons in coated 
paper Or wa*ed paper in a 

range Of colours and ^es, 



We make cht Id-resistant 
packaging for medicines and for 
cleaning products that might be 
dangerous ; 



You just shake the pOuch, tear 
t Open and pOUr out the food. 



"\ 
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Note: A noun + noun structure is very common in package descriptions. The first noun is usually 
singular, even if the meaning is plural: we say a trigger spray, two trigger sprjys; q jam jar, 
two jam jars. There is an exception; we can say o drinks can and two drinks cans. 
An ice-cream tub or a tub of ice cream? See Appendix I on page 108. 
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- : * 1 Complete the newspaper article. Look at A opposite to help you. 



Wrapping rage 

Do you remember when champagne bottles 
were the only difficult or dangerous packaging? 
A national packaging survey among the over- 
50s shows that nearly 70% of consumers have 
hurt themselves while opening a product and 
75% have stopped buying products due to the 
packaging. 

The items that caused most opening problems 

were ring- Q.) , , cans, pills in 

(2) m ..-resistant bottles and of course 

jars with screw- (3) ._„ , lids that refuse 

to open. Sixty percent of the respondents said 
they had tried to open flip-top (4) „„ WM 



and juice *5) ,. ...... with a knife: not the 

safest opening option. 

The products that consumers had stopped 

buying included trigger (6) and 

tubs with (7) -back lids. But mmv 

surprisingly, wine bottles with (8) „«> H „. ,.„ 

that are difficult to remove are also being 
boycotted. 

The (9) , ....... wrap on cigarette 

packets has inadvertently helped some people 
to cut down their smoking. The aluminium 

(10) inside the packet is also 

improving ihc nation's health. 

And the safest, easiest packaging for the over- 
50s? The paper bag is still the nation's favourite, 



45,2 Which cartoon best illustrates the article in 45,1 above? 
1 2 



j 



45.3 




w w w.ta rtoo ns tock.co m 

1 hate the amount of packaging ihat taxi 
comes wrapped in these days" 

www.cartoQnstock.eam 

Match the description of the packaging ( 1-6) with the type of product (a-f). Look at A 
opposite to help you. 

1 a plastic trigger spray bottle a orange juice 

2 a plasric tube with a flip- top lid b aspirin 

3 a coated paper carton c hair spray 

4 a plastic pot with a snap-on lid and a peel-back lid d window cleaner 

5 a blister pack with foil backing e toothpaste 

6 an aluminium can with a nozzle f fresh cream 



Describe the packaging of three products that you have at home. 
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Corporate communications 

The goals of corporate communications 

Corporate communications aims ro maintain and build rhc reputation of an organization, 
whether ir is a company, an institution or a non-profit organization. The director of 
corporate communications., or corporate communications officer, defines, develops and 
assesses the coiporate communications strategy with the corporate communications team. 

The corporate communications strategy involves: 

M defining the organization's values and identity. For example, Vodafone Ireland lists 
customer orientation and discipline as two of its values 

m identifying and monitoring / tracking issues or potential problems - for example, rumours 
that mobile phones may cause health problems - which might hurt or damage the 
organization s reputation (see Unit 49) 

■ communicating with the media> with public officials (for example, government 
representatives) and with stakeholders. Stakeholders are people who have an interest 
in the company, such as shareholders, employees, suppliers and the local community. 
Employees are known as internal publics, whilst suppliers, investors and the media are 
examples of external publics. 

Corporate values and identity 

The mission statement, or statement of purpose and values, is a public declaration of the way the 
organization conducts its business, and expresses a commitment co being responsible corporate 
citizens with high standards of corporate governance - the processes by which an organization is 
directed and controlled. (See Unit 5 hr more on corporare social responsibility,) 

Tools of corporate communications 

■ Corporate advertising is advertising about the organization rather than ks products or 
services. 

■ Media relations involves developing relationships with journalists m order to get the 
company's stones published or broadcast. This includes organizing media tours - guided 
visits for journalists around a factory, shop or hotel; preparing media kits - documents 
presenting information or products to journalists; and drafting press releases - Information 
sent to the media to inform them of company developments. Companies often make this 
information available on the media centre of their websites (see Unit 49). 

■ Financial communications includes investor relations - maintaining relationships with 
people who have invested money in the company - and analyst relations - maintaining 
relationships with people who analyse the financial performance of the company, such as 
journalists or financial analysts. 

■ Companies often have an investor relations centre on their corporate website, a website 
designed for corporate communications and not for communication to die consumer. To 
announce an Initial Public Offering, the first time the company offers shares for sale to fcfc* 
public, a roadshow can present the company to investors and analysts. 

• Internal communications informs employees, creates understanding, and aims to change 
behaviour within die organization (see Unit 22) . Managers can act as ambassadors to 
pass on internal messages to their teams. Organizations have a range of channels to 
deliver messages, such as in-house newsletters (news and Information for the people who 
work in the organization). More recently, internal communicators - that is, the corporate 
communications team- have started to exploit social media (web-based communication- 
tools) to engage in a two-way exchange with employees. For example* internal discussion 
forums on intranets (internal internets). 
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Match the two parts of the sentences to complete the job advertisement. Look at A, B 
and C opposite to help you. 

Director of Corporate Communications 

Responsibilities: 

1 The Director of Corporate 

2 Actively participate in building the company's reputation among internal and external 

3 Assist ihc VP of Corporate Communications in defining the company's values and identifying 

4 Develop and maintain 

5 Oversee a wide range of media relations activities including preparing media kits: 
coordinating media r ^~ 

6 Manage employee communications and manage our in-house 

7 Supervise investor 



a newsletter and intranet. 






b Comm un ications w i 1 1 be res pt > n s i b le f or de 1 1 n i n g f 

and developing the corporate communications 

strategy* 

c publics. 



J- 



relationships with journal isls, 



key issues, 



tours and writing press releases. 



d relations. 



::->n 



46,2 Complete the web page using words from the box. Look at B and C opposite to help you. 



citizens 
committed 



media 
press 



purpose 
relations 



stakeholders 
srandards 



r.e 



3 



.„ # yaJ 



- OF! 



...,„.„ _ TopHat Offices is (4) ,.. to the highest 

(5) .. , of corporate governance 

throughout the group. We ace as responsible 
corporate (6) >. 



We respect our (7) ,. and recognize 

we have obligations to the local communities in 
which we worlc 



r 



-„,r 



Write a mission statement for a company that you would like to work for. 
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Public relations and lobbying 



Public relations 

Public relations (PR) involves establishing and maintaining goodwill (a good reputation) 
and understanding between an organization and its publics. Public relations firms 
are experts in media relations (working with journalists, see B below), public affairs 
(lobbying, see C-K below), and advising on strategy Towards public authorities. 

Media relations 

Public relations firms and agencies can: 

■ advise clients on media relations, giving advice on how to build good working 
relationships with journalists 

■ provide media training, teaching people how to work effectively with the media 

■ design media kits to give journalists background information on the organization 

■ organize press conferences or media briefings to answer questions from journalists 

(see Unit 46) 

■ write fact sheets with information about a specific topic 

■ prepare news releases or press releases - written or recorded statements given to the 
press (see Unit 49). 

Lobbying 

Lobbying is the process of seeking to influence policy-makers, the people who decide 
government legislation, and to influence voting. Lobbying is the business of professional 
lobbyists or public affairs consultants - often former ministers who have contacts with 
politicians. Many private sector companies, non-profit organizations or even overseas 
governments employ public relations firms to lobby on then' behalf - that is, to promote 
their interests - to maintain relationships with policy-makers and to influence the decision- 
making process (how people make decisions). For example, the smoking lobby promotes 
the interests of tobacco companies. 

tnside lobbying 

The American Democracy Center defines inside lobbying as making a direct appeal to 
legislators to support your cause. The objective is to convince policy- makers to speak on 
your behali or to be an advocate for your cause - that is, a supporter of your cause. Inside 
lobbying tools include influencing politicians through campaign contributions (donations 
to political parties), supplying research and information to support your arguments, and 
giving testimony (for example, a doctor or other medical expert may give a formal statement 
about the health dangers of smoking in front of a r r -, 

government committee). 

Critics argue that lobbying seeks to corrupt the 
political process by putting private interests (whafs 
best tor individuals or cor potations) above the 
public interest (what's best for the general public). 

Outside lobbying 

Outside lobbying aims to influence policy by 
mobilizing public opinion (getting the public 
behmd a cause) or getting activists (members of the 
public or non-governmental organizations involved 
in political activity) to put pressure on legislators 
through letter-writing campaigns or rallies. 
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Complete the extracts using words from the box. One word can be used twice. Look at A 
and C opposite to help you. 



lobbied 



lobby lobbying lobbyists 



Labour and the nuclear (i) 



How much influence do (2) -,. on both sides of the nuclear debate 

actually have on government policy? 

iMost industries and large organizations use {3} _.„...- .. , who have 

contacts with policy-makers. 



The (4) .... „„...„ industry has tried to clean up its image following a series 

of scandals involving government ministers and their advisers. 



French energy giant BDF campaigned to change perceptions of nuclear power 
It has successfully (5) ~., ministers to build new plants. 



-7.2 Match the two parts of rhe sentences. Look ar A and B opposite to help you. 

1 Monsanto used a public relations company to promote their 

2 The report confirmed that lobbying docs influence the political decision-making 

3 An opposition party spokesman fears that campaign 

4 The oil industry is lobbying government to influence 

a policy-makers concerning regulations for exploiting reserves in Antarctica. 

b donations from big business influence government policy. 

c. interests in the EU. The firm organized a visit to the headquarters in the United States. 

d process in the UK. 

47*3 Choose the correct words from the brackets to complete the report from a pressure 
group. Look at B and E opposite to help you. 

We are continuing our campaign to (I) *** , (mobilize / ad% r ise / corrupt) 

public opinion. Following the (2) .... (fact sheet/ rally / outside lobbying) 

in the town centre, we are organizing a further letter- writing (3) , 

(conference /campaign / release) to keep up pressure on our local politicians. Our press 

(4) ,.„„,„,„ {release / contributions / code) generated three articles in the local 

newspapers. We are getting advice on media (5) (training / bribing/ 

testimony) so that we will be more convincing when speaking to the press. 



A government report concluded that lobbying is part of a healthy democracy. 
Do you agree? Find three reasons for or against to support your point of view. 
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Event and sports sponsorship 

Sponsorship 

The website marketingprofs.com says the following about sponsorship: 



Sponsorship is a Lype o: partnership, where two or more organizations join together ,n a common venture. 
Companies sponsor all kincs of events, Corporate sponsors provide financial support and other nssources 
in exchange for the right to associate their brand wjtfi the fc^SOt 

^ Sponsorshps provide effective targeting. For example, UBS Financial Services Group nas built a long' 
standing relationship with the Zurich Opera House over the /ears. This enables UBS to reach 
■wealthy customers and prospects, 

^ Sponsorships associate a brand with the culture, image and attituoe of an event team or personality 
(often referred to as a property), The sponsor can leverage, or use to maximum advantage, the 
qualities and characteristics of the property. 

if Sponsorships are interactive - the Dranc and the consumer can meet Official sponsors can set up 
hospitality packages, lor example, sponsors of Formula One and other motor races often organize 
VIP receptions for the most important guests in [he hospitality tent. 

The success o! fte sponsorship depends on the strength and mLegrity of the sponsored organization, or 
sponsee I nere are some risk factors, such as the potential negative impact on your brand. For example, 
sponsoring a fooiba;! event could have a negative impact on the brand image if fans behave badly. You may 
need to sever relationships stop your partnership - with the sponsee. 

What to spend on sponsorship 

Global sponsorship spending (or expenditure) «s now over $20 billion, Sponsorship spending includes 
both buying rigfira (acquiring or securing sponsorship rights) and also exploiting the rights (getting 

the most out of owning the rights oy developing exploitation activities, such as producing adverts or 
manufacturing gifts). Being a unique (or exclusive) sponsor, where the sponsor has the exclusive rights. 
cos^ more than being a joint sponsor, where the nghts are shared with another brand. 



Types of sponsorship 

An sponsorship: some companies choose to be patrons of the arts and sponsor an artist 
or artistic event. 

Educational sponsorship: a company sponsors a school, university or educational 
programme. 

Sports sponsorship: rhe brand sponsors a sports team or event (see Unit 27 on 
merchandising). Worldwide events, such as the Olympic Games or the FIFA World Cup, have 
often been victims of ambush marketing, where a company that is not an official sponsor or 
partner tries to associate itself in the consumers' minds with the event* They can then give the 
impression of being a worldwide partner, without paying sponsorship fees. 

Cause related sponsorship: this is a sponsorship deal between a company and a good 
cause or charity (see Unit 5 for more details on cause related marketing}. 

Word combinations with 'sponsor' 



48/ 



corporate 
official 
unofficial 
worldwide 



= companies that choose to sponsor 



i sponsors 



= companies that have paid to be a sponsor 



= companies that have nor paid, but act like a sponsor 

= companies that arc sponsors for the same event all over the world 



I 
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Choose the correct words from the brackets to complete the sentences. Look at A 
opposite to help you. 

1 Sports (sponsor / sponsorship / sponsee / sponsoring) spending is set to rise next year. 

2 The England football team sold their (sponsor / sponsorship / sponsee / sponsoring) rights 
for rhc first time in 1994. 

3 Today Nationwide, a British building society, is the official (sponsor / sponsorship / sponsee / 
sponsoring) of rhe English Football Association, the FA. 

4 Nationwide began (sponsor / sponsorship / sponsee / sponsoring) the FA in 1999, 

5 Nationwide is one of several partners (sponsor / sponsorship / sponsee / sponsoring) the 
England team. 

6 Nationwide is a joint (sponsor / sponsorship / sponsee / sponsoring) of the England team, 

7 Nationwide pays (sponsor / sponsorship / sponsee / sponsoring) fees to the FA. 

8 The (sponsor/ sponsorship / sponsee / sponsoring) deal includes branding on the training 
kits and advertising at home games. 

9 In 2003 Nationwide announced it would be the exclusive (sponsor / sponsorship / sponsee / 
sponsoring) of women s football. 

10 The Women's EA Cup, the (sponsor / sponsorship / sponsee / sponsoring), receives funding 
each year from Nationwide. 



48.2 Complete the article using words from the box, Look at A opposite to help yon. 



deal 



impact 



leveraged 



long-standing relationships 



risk 



Boxfield Toys to Stop Sponsorship m .... 



with Barbara Gasson 



. ■ • 

.', ,. id \\% 

, ml i 

concej , 

■ 



48,3 Read the texts about British companies and decide if they are examples of art sponsorship, 
educational sponsorship, or cause related sponsorship. Look at B opposite to help you. 

1 Sainsbury's will support Red Nose Day and Sport Relief campaigns as part of a new deal. In 
March this year Sainsbury s sold over 4 million red noses and donated over £6.5 million to 
the chariry. 

2 In the UK Tesco is partnering I CAN, a UK charity that helps children with speech and 
language difficulties, to sponsor the Chatterbox Challenge. Child ten across the UK choose 
a song or story while family and friends sponsor them to perform it aloud This year; 
Chatterbox Challenge raised over £150,000 for 1 CAN. 

3 The BT Series is a unique initiative for Tate Online which lets you explore works by selected 
artists and ask about their work. As exclusive sponsor of Tate Online, BT provides late with 
creative design services and technical support. 



Look at the website of a large company in your country. What kind of events charities or 
sports do they sponsor? What does this say about the target market? 
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Crisis communication 



What is crisis communication? 

Whether a crisis is caused by a defective product (a product which doesn't work 
properly), an Act of God (such as a tornado or an earthquake), an accident (for example, 
a fire at a company facility) or a scandal (as happened to the American oil company 
Enron), the company must manage the crisis. 

Beyond tackling the problem - that is, dealing with the problem using tactics such as a 
product recall (removing defective products tram shops) - crisis management involves 
establishing effective crisis communication. The crisis communication team must defend 
the company's image against the negative impact of the crisis. 

Most big corporations already have a crisis communication plan in place which identities 
potential crisis situations and how to communicate to stakeholders during these crises. 
Stakeholders include external audiences (such as the media , local communities and 
government authorities) and the internal audiences or publics (for example, employees of the 
company), 

A strategic reaction is to go public by communicating honestly and quickly to the general 
public. Refusing to comment will encourage the spread of rumours (where unofficial 
versions of the story pass from person to person) and leaks (unofficial information given 
by someone inside the organization), 

A designated spokesman represents the company in front of the media. The organisation's 
public relations (PR) department, media centre or media desk makes official statements 
(cither verbally or in writing) and monitors reactions in the media. (See Unit 47 for more 
on press relations.) 

Effective crisis communication cam 

■ minimize the damage caused by the crisis 

■ preserve and protect the reputation and credibility of the company and its brands 

■l rebuild public confidence in a company and its brands. 

Note: Crisis is a singular noun: the plural is crises, 

The plural of spokesman is spokesmen; spokesperson and spokeswoman are also used. 

A crisis communication case study 

In 1989, Pettier was die market leader in bottled mineral water. Perrier 
claimed the water was naturally sparkling. The brand's image was 
built around che concepts of purity and quality. 

A US health authority detected traces of a chemical called benzene in a 
shipment of Perrier water from France. Different Perrier spokesmen in 
the US and France made statements to the media before the company 
had established the facts - that is, discovered what the facts really 
were. These statements were later shown by the media to be false. This 
im media rely tarnished, or damaged, the company's reputation and 
credibility - how much they could be trusted. 

During the crisis it was revealed that the water was nor naturally sparkling, as claimed 
in the advertising. The company's image was also adversely affected by the fact that at 
no time did the company apologise (say sorry) to its customers, or express concern. Due 
to the negative fallout, or reaction, in the media ? public confidence in the brand was 
destroyed. 

As a result, 160 million bottles of Perrier had to be recalled. Ultimately the incident led 
to the purchase of the company by Nestle, and the arrival of competitors on the bottled 
water market, 




2 



3 



. Max. 

each 
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Complete the sentences. Look at A opposite to help you. 

1 Accidents, scandals and <« products are common causes ot crises. 

2 As soon as the crisis hits, activate the company^ . ,. ,„.. communication .♦«. 

3 One person should he selected as the designated „,....... <.. T ,.., to represent the company 

throughout the crisis. This person should make „..., ., statements about the situation* 

4 \4ake sure internal , .,>.. are informed before or at the same time as you 

;,„. .public. 

5 Organize ™.. . ..., briefings to stop the spread of ..,.,„. .. 

6 Restore consumer confidence by recalling Ht products. 

Label each section of the article with a heading from the box, then put the five sections in 
the correct order. Look at A opposite to help you. 



Going public 
Internal audiences 
Negative fallout 
Rebuilding public confidence 
The crisis 




GfaT i/ffdf j&gf 




1 



As the MD loured the country, employees were kepi informed by senior managers and regular email 
updates tram Mr Purl 






Media coverage was immediate and very hostile, with 1 20 mentions on TV news. 



In 2004, the Indian Food and Drug Administration announced that worms had been found in two 
bars of CadburVs Dairy' Milk chocolate. Although the problem was linked to improper storage at the 
distributors, there was an immediate negative impact on sales and die company's reputation was 
tarnished. 




To minimize the damage, Cadbury set up a media desk and Bharat Pttri. Cadbury's MD, went around 
the country making statements, meeting reporters and establishing die facts about the case. 



Within 90 days, Cadbury introduced new packaging to protect against possible infection, They 
engaged Indian film star Ami mhh Raehchan as brand ambassador. One of die ads showed Bachehan 
visiting a Cadbury plant and consuming a bar of chocolate, 
'Consumer confidence in the product is back/ says San jay 
Purohit, head of marketing tor Cadbury India. 



-- 



*~9*3 Make word combinations using a word or phrase from 
each box. Look at A and B opposite to help you. 



apologize 

establish 

express 

make 

minimize 

tarnish 



the facts 
concern 
a statement 
to customers 
the reputation 
damage 



Select a company or brand that you know well. Identify the risks for this brand- Write a 
short crisis communication plan. 
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Corporate blogging 



Blogging basics 

Technoratixoni is a real-time search engine that monitors the world of weblogs, the 
blogosphcre. It is an enormous blog directory that lists blog addresses. Read these extracts 
from their blogging bastes help page. 



ffoe 

M 'i_C_l i + | http://www.techQratf.com 



- Qs 






What is a weblog? 

■ 

What is a weblog post or entry? 

- 

■ 

■ 

. ■ 

^ii i ■ ■■ ■ i , w ^ y • 



Blogs as a marketing tooi 

Patsi Krakoff and Denise Wakeman arc both experienced marketing bloggers. They advise 
on how to write a successful business blog on your company website, to communicate 
with an online audience: 



nnn 

[jj I \0_\ I + I http://www.bvjitdebetterblog.com 



' 



Wriie valuable content that people will want to read and share stories to present or 
showcase you f knowledge and expertise, 

Write 2-3 times a week, short articles of 250-350 words each time. Regular posting builds 
the conversation with readers. 

Submit to blog directories and ping {tell the blog directory) each time you post. 

Linking is essential for building traffic and enlarging your reading audience. 

Track and monitor your visitor stats (statistics). Install a counter on your blog so you 
know which posts are the most popular (the stkky posts), 

List all your products and make sure you link the landing pages properly so that readers go 
to the right page- 
Ensure the anchor text, the main article, contains keywords for search engine 
optimization (see Unit 39). 

In six months of regular blogging, assuming you ar^ providing valuable content you should 
see an Increase in your website traffic, the client leads, and overall total revenue for your 
business. 
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: 3.1 Complete the table with words from A and B opposite and related forms, 



Verb Noun for action Noun for object Noun for person 








blogger 




[inking 








posting 







5 0.2 Choose the correct words from rhe brackets to complete the text. Look at A opposite and 
50.1 above to help you, 



OOP 

I * 1 1 ©J 1 .* I http://www.bl ogoramaxorn 



Should You (i) (Blog / Blogging / Blogger) in Your Business? 

Although (2) . ., (blog / blogging / bfogger) did not begin as a business activity, it 

md not take the business sector very long to begin using (3) (blogs / Naggings / 

blogger s) too. As a marketing professional, you may wonder if you should begin a company 

(4)„ .., , (blog / blogging / blogger} or not. He\~e are some ideas about business 

(5j .« (btog / blogging / blogger) that may help you make up your r 

• Business (6) ... „.., *♦„ (bfog / blogging / blogger) is rapidly spreading throughout 

companies with an online presence. Every company with any Internet presence should consider 
I he idea of starling a company (7) (blog / blogging / blogger). 

• (8) (blog / blogging / blogger) may be free, but you still need an employee to 

write the blog. Finding the right (9)— ™.{btog / bloggrng / blogger} is often the most 

difficult part. 

50.3 Complete the rest of the blog extract from 50.2 above. Look at A opposite to help you. 



• Don't start blogging unless you are Witting to be completely honest to your (1) 

• Think carefully before you let people post (2) to your blog entries. Unfortunately, 

you may find that some readers (3) derogatory comments or ask difficult 

questions. 

• Keep m mmd that a blog entry doesn't have a specified length, include (4) to 

other blogs, articles or pages in your website to i Must rale a point 

• Search engines index blogs, so it will show up in search results and people will find it o^ their 
own, These (5) , links drive traffic and brand awareness. 

• finally, if you are thinking about joining the (5) m -„ H . ne^r forget that it is just another 

business tool. Plan a blog carefully and, with any luck, word w>H spread and you will see more 
traffic to your website. 



. 



Post a reply to this comment on a marketing forum: 



I keep hearing about blogs and how good they will be for my company. 
Please give me some good examples of companies using blogging as a 
marketing tool. 
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Confusing words 



^•tdix 




Customer or client? 

A customer or a client is a person who buys goods or a service. The term 'client* is mainly 
used for service industries, and implies a regular contact between the seller and the buyer, A 
consumer is a person who buys goods or services for their personal use. The term is also used 
to talk about someone who uses rhe product or service. For food, the customer is the person 
who buys it and the consumer is the person who eats it. However, the two terms are often 
used interchangeably without particular attention to the difference in meaning. 

Stock or inventory? 

In British and American English, inventory refers to the complete list of goods in stock 
- We have thirty types of paper in uttr inventory* However, in American English, the 
word also means the amount of goods in stock- Our hitfcntary of paper is the largest in 
the state. 

Salesperson or sales rep? 



Job description Title 


works in a shop or store 


shop assistant or sales assistant, salesperson 


works for a company that sells to another 
company 


salesperson or sales executive, working under 
a sales manager, who reports to the sates 
director 


sells door-to-door or travels from company 
to company 


sales rep (or sales representative), salesperson 


sells insurance 


sales agent 


sells property 


estate agent 


sells cars 


car dealer 



Trade show, trade exhibition or trade fair? Seminar, conference or 
congress? 

The terms trade show, trade exhibition and trade fair are interchangeable. However, 
seminar, conference and congress are not. A seminar is a class on a particular subject, 
usually given us a form of training; a conference is a larger event, where there are a 
number of talks on a particular subject; a congress is a large formal meeting of different 
groups to discuss ideas and exchange information. 

Leaflet or flyer? 

A leaflet advertises a product or a service; a flyer ususally advertises an event. 

An ice-cream tub or a tub of ice erearn? 

There is a difference between an ice-cream tub (the container 
itself, without the contents) and a tub of ice cream (the 
product in its container). So a jam jar is the container, 
and a jar of jam refers to the jam in the jar. 



t > 




A jam jar 



A jar of jam 
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Preparing a marketing plan 

A marketing manager has made notes while preparing a marketing plan: 



auE^nowi TO A£K 

How ca* I best de-fine My business ? WWt fciAd of CoMpAAy Are vue? 

Are My objectives ^MART? (See Unit 4) 

should I -GdclaS da re^eAt business , thereby fceepir^ -the. cu^to^erS ^W 
^otj or ^howld I focus a a dAiiyiAd new custoMers ? 

I>o My ci^stoMers shAre AAy patterns , hAbrts or repetitive behAviours? 
For exAMple, do they aII tfhoji ia -the. ^^e ktAds of shops? 

Are there A*y MArket s&^M&A-fcs (See Unit 19) or qratopg of toASUMers 
ihAt Are. UAderserved - Aot provided for e^ow^h or At aII? 

fs the product or service viable ? Will it MAke a profit? 

ts it Accessible ? I? it eASy for the AudieAce to aet or StArfc usiisa? 

How welt did previous MArfcetir^ Methods worfc? 

Which MArk,eti^ MediuMg t or coMMU<\icAtiDA cliAAAels, Are best -for My 
Audience? 

Should I u*e a cross-sect to* of Media, or should I just fbcw* da oa£ 
MediwM? 

Do I hAve a clear MArfcetirvj Message ? 0*e tkvfc [$ eASy Tor the 
Awdie*ce to UAderstAAd? 

How caa I eASwre the SAMe look. And -feel Across All My &dv&rt$ AAd 
MArtetir^ efforts? 

Caa I tiM& My MArketiA^ cameA^aS to collide with seASDAAl SAles or 
product tAUAches? 

How MtAch is the cost coM^Ared to SAles ? Are we ma^ia*) eAou^h Morvey 
to cover our CoStS? 

How Much \* the cost per custoMer ? (See Unit 24) 

bo I tiAve cleAr objectives So thAt I caa MeASure the results? 

How caa I qet feedbACk froM My Audte*ce? Which fciftd of MArtcet 
research should I cArry out? (See Unit 8-9} 
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Talking about numbers 




Movements 



Downward movement 



Upward movement 






to fall 
to go down 
to decrease 
to drop 
to reduce 



a fall 

a decrease 

a drop 

a reduction 



to rise 
to go up 
to increase 



a rise 



an increase 





double 


T~ 




The number of satisfied consumers in 2005 was 


triple / three times 
quadruple / four times 


that 


in 1995. 



There was a 


twofold 

threefold 

fourfold 


increase in the number of intentions ro buy between 
1995 and 2005. 



Approval ratings increased 


twofold 

threefold 

fourfold 


between 1995 and 2005. 


Approval ratings 


doubled 

trebled 

quadrupled 



Percentages, fractions and proportions 



Percentage 


Fraction 


Proportion j 


twenty-five percent (25%) 


a quarter 


one out of four 


thirty- three percent (35%) 


a third 


one out of three 


fifty percent (50%) 


a half 


one out of two 


sixty -six percent {66%) 


two thirds 


two out of three 


seventy-five percent (75%) 


three quarters 


three our of four 



Presenting a pie chart 

The pie chart shows rhc split (or breakdown) 
of our annual marketing budget. We have just 
over £7.5m. Of this we will spend roughly half 
a million on advertising, and approximately 
£lm on promotions. We will use almost £3m 
on direct mail and postage and handling 
charges will represent exactly 71% of that 
£3rru We will spend £lm on merchandising, up 
on last year's figure of £0.8m. Research, trade 
fairs, PR and conferences / exhibitions will cost 
£2m. 




Advertising 
Promotions 
Direct ma if 
Merchandising 

g Research 
Trade fairs 
PR 

I Conferences 
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Market segments 



Socio-economic categories 

Marketers use socio-economic categories to describe segments. 




Social grade Social status Occupation of head of household or chief 

income earner 


A 


upper middle class 


higher managerial administrative or professional 


B 


middle class 


inter mediate managerial, administrative or 
professional 


CI 


lower middle class 


junior managerial, administrative or professional; 


C2 


skilled working class 


skilled manual workers 


D 


working class 


semi-skilled and unskilled manual workers 


E 


those at lowest level of 
subsistence 


state pensioners or widows (no other earner); 
casual or lowest grade workers 



Note: The head of household is usually the person in the household with the highest income. 

Profession, lifestyle and age group 

Market segments may also be divided according to professions* lifestyles or age groups. 
Some of these are shown below. 



professional 

market 

segments 


decision makers people who have the power to decide what 

1 to buy in a company or family 


C-level executives 


people who are high in the management 
structure of a company (CFtX, CEO, CMO) 


lifestyle market 
segments 


metrasexuals 


men concerned with self image and self- 
indulgence, living in large modern cities 


the gay and lesbian market 
the pink market 


homosexuals 


age group 

market 

segments 


the silver market 


seniors over 70 years old 


baby boomers 


born between 1946 and 1964 


Generation X 


born after baby boomers 


Generation Y 


born after Generation X 

i 


twentysonicthings 


twenty to twenty-nine years old 


teens 


thirteen to nineteen years old 


tweens 


eight ro twelve years old 
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Indirect distribution methods 



Most manufacturers use indirect distribution channels; some examples are shown below. 




Distributor or Description 

distribution 

intermediary 



vending 
machine 



franchise 



shops and 
stores 



Used to buy small items such as 
chocolate or soft drinks, by paying 
with coins. Vending machines can he 
refrigerated to allow for the storage 
of perishable items, such as fresh fruit 
and sandwiches. 




The franchisee buys the right to sell 
a company's products in a particular 
area using the company's name. 
McDonald's is a good example of a 
franchise. 




A department store is a large shop 
that is divided into different sections, 
such as shoes, furniture and books. 
Each department sells different things. 

A comer shop is usually small, opens 
long hours (sometimes 24 hours a 
day), and sells everyday foods and 
goods to the local neighbourhood. 

A supermarket is larger and sells most 
types of food and goods needed in the 
home. 

A specialist shop sells goods that 
are useful for people with a certain 
interest or need. Examples are a 
cycling shop or a pharmacy. 




Note: Although shop and store mean the same and are often interchangeable, store is more 
common in American English. However, it is also used in some combinations - we don't say 
'department shop' or 'convenience shop' 
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Advertising techniques 



Common techniques that advertisers use to appeal to consumers include: 

Pester power 

Pester power encourages children to ask rhcir parents to buy a specific brand or product. 

Beauty appeal or sex appeal 

Beauty appeal or sex appeal suggests that consumers who use the product will be more 
attractive, 

Peer approval 

Peer approval associates the product with social acceptance by friends or peers. 

Scientific claim or statistical claim 

Scientific claim or statistical claim uses research or statistics to convince consumers. 

Lifestyle advertising 

Lifestyle advertising suggests that buying the brand will give access to an inspirational or more 
attractive lifestyle. 

Rebel advertising 

Rebel advertising goes against social norms and may appeal to teenagers. 

Escape advertising 

Escape advertising makes the consumer imagine he or she is living a very different life. 

Celebrity endorsement 

Celebrity endorsement uses a famous person, such as a footballer or film star, to recommend the 
product 

Puffing 

Puffing uses a message rhat is so exaggerated that consumers will not believe it to be true - for 
example, The Ultimate Driving Machine' by BMW, or l Gct your teeth cleaner rhan clean*. 
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Dayparts and programmes 



Dayparts 

TV and radio dayparts and their audiences are shown below. 



[ TV dayparts Audience 


6 am - 12 pin 


morning 


daytime 


housewives, the unemployed, students, 
retired people 


12 pm -4.30 pm 


afternoon 


4 JO pm- 7 pm 


fringe 




children, retired people 


7 pm - 8 pm 


prime access 




wide audience, nearly everyone 


S pm - 11 pm 


prime time 




wide audience, nearly everyone 


1 1 pm - 1 am 


late night 




young people, the unemployed 



Radio dayparts Audience i 


6 am - 1 am 


AM drive time 


workers driving to work 


10 am — 3 pm 


davtime 


housewives, the unemployed, students, retired people 


3 pm - 7 pm 


PM drive time 


workers driving home 


7 pm - 12 am 


night 


young people 


1 2 am - 6 am 


overnight 


young people 



Types of TV programme 

The news gives national and international information. 

At the end of the news there is often a weather forecast. 

A documentary is a factual programme on a particular subject- for example, wildlife. 

A film may be a feature film originally made for ckiema, or a fiJm made for TV. 

A series is a set of programmes on the same subject or using the same characters. 

A serial is a story that is broadcast in several parts. 

A soap opera is a series of programmes about the lives and problems of a particular 
group of characters. 

Reality TV is where members of the general public are filmed in dramatic or funny 
situations. 

A game show is an unscripted TV programme where ordinary people compete to win 
prizes. 

A variety show consists of several short performances by different artists. 

There are also sports programmes, music programmes and children's programmes. 
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% 



Types of out-of-home advertising 

Some common types of out-of-homc advertising are shown below. 





W & - : 



A wrapped taxi 



An ad inside a bus 



i 




An ad on the rear of a bus 



A bus shelter 




An ad inside a train 



Floor graphics 




A bench 



116 



Professional English in Use Marketing 




Types of magazine 



Magazines can he divided into die following categories: 



I * H T 



Category Description of content Example titles 


glossy magazines 
(also known as 
glossies) 


Printed on high quality paper, lots of 
photos and adverts 


Elle, Red, GQ 


special interest 


Articles that appeal to a small group of 
people with similar interests 


Inside Soap, PC Answers 


current affairs 
and news 


Articles about what is happening in the 
world, offering analysis 


The Economist, 
Time Magazine 


men's magazines 


Articles rhat appeal to men 


FI-1M (For Him 
Magazine), GQ 


women's 
magazines 


Articles that appeal to women 


Sugar, Red, Good 
Housekeeping 


children's 
magazines 


Articles that appeal to children 


National Geographic Kids 


home and garden 


Articles about home decoration and 
gardening 


The English Garden, 
File Decoration 


customer 
magazines 


Some supermarkets produce in-siore 
magazines, often cookery magazines, 
designed to sell their products. 


Salisbury's Magazine, 
Waitrose Food Illustrated 


Some department stores publish lifestyle 
magazines or fashion and beauty 
magazines. 


Harrods 1 Omnia 
magazine 


Most airlines produce in-flight magazines 
for their passengers. They contain articles 
about destinations and travel tips. 


High Life from British 
Airways 


Car manufacturers publish tides about their 
cars, 


BMW Magazine, 
Volvo's L1V Magazine 



*"\ 
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A newspaper rate card 




1 he rate car J f-i ;■ local lavish newspaper is shown below. 







Price 


Position 


Description 


Colour 


Mono 

{black and 

white) 


SCC - specified 
positions 


Single column centimetre (SCC): the advertiser 
pays for the length of column needed for the 
ad. For example, a colour advert measuring 
5 cm by two columns would cost £120* 

The advertiser requests a specific page in the 
newspaper. 


£12 


£8 


SCC - run of 
paper 


Single column centimetre which can be placed 
in any convenient place - the newspaper 
decides where 


£9.40 


£7 


full page 


The advert takes up an entire page. 


£240 


£160 


DPS 


Double page spread: die advert runs across rwo 
consecutive pages. 


£450 


£300 


Special positions 
Pages rhar arc popular with readers are more expensive. 


Price 


centre spread 


The rwo pages in the middle of the newspaper 


£515 




fronr page solus 


The only advert on the front page (7cm x 8cm) 


£240 




back page solus 


The only advert on the last page 


£240 




Sunday magazine 


Price 


half page 


The advert rakes up 50% of the page. 


£330 




IFC 


Inside front cover, the first left hand page of the 
magazine 


£710 




OBC 


Outside back coven the last page of the 
magazine 


£710 




1BC 


Inside back cover, the last right hand page of 
the magazine 


090 




facing matter 


The advert is opposite a page that contains 
editorial content, such as articles and 
photographs from the magazine. 


£510 




half pages next 
to / under 
matter 


The advert is 50% of the page and is above, 
below or at the side of articles. 


£390 




insert 


An advert is printed on a separate, smaller 
piece of paper and put inside the magazine. 


£355 






s 




MS 
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Mailshot items 

There are many items that can be included as part of 8 mailshot; some are shown below, 



gimmicky 
envelope 



covering letter 



product 
sample 




coupon 
response device 



reply-paid envelope 



postcard 
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Answer key 



1,1 1 staff, employees (people) 

2 range (product) 

3 advertising (promotion) 

4 accessibility, outlets* locations (place) 

5 expensive, competitors, deals (price) 



1 p2 1 promotional 

1.3 



2.1 



2.2 



2.3 



2 advertising 3 mix 4 price 5 products 



Product 


Price 


Place 


Promotion 


People 


branding 


discounts 


accessibility 


direct marketing 


competitors 


launch 


special deals 


delivery 




customers 


quality 




distribution 




sales force 


reputation 




location 






support 











Product: acceptability, customer needs, objects 
Price: affordability, cost to user, objectives 
Place: accessibility, convenience, organization 
Promotion: awareness, communication, operations 



1 customers 

2 identified 

1 socially acceptable 

2 high quality 



3 meet 

4 promotional 

3 price 

4 afford 



5 awareness 



5 convenient 

6 Revenue objectives 



2,4 T We must attract attention to the product. 

2 People will become aware of the brand. 

3 We need to create an interest in the product. 

4 Wc want customers to develop an interest in the product. 

5 We must develop a desire to own our product* 

6 People will take steps to try it. 

7 We must prompt action to buy it, 

1 threats 2 weaknesses 3 opportunities 4 strengths 



3,2 



3.3 



Verb Noun Adjective 




opportunity 


opportune 


strengthen 


strength 


strong 


threaten 


di reat 


threatening 


weaken weakness 


weak 



1 20 



1 threat 2 opportunities, strengths 3 weaknesses, threats 4 threats 

1 The brand is very strong. 

2 Today, c onsumer fears about health are one of the biggest threats to the processed food secto- 

3 An undifferentiated offer will weaken the company in the short term, 

4 A clear opportunity is a gap in the market. 

5 We may be threatened by rhe emerging trend towards online shopping. 

6 A price war has weakened our profitability. 

Professional Engt'ish in Use Marketing 




4.1 T market segments 

2 target market 

3 marketing strategy 



5.3 



6.1 



6.2 



6.3 



7.1 

7.2 



7.3 



4 marketing plan 

5 marketing methods 

6 marketing mix 



4,2 1 USP 2 Competitor Analysis 3 Target Market 



5, 1 animal testing 
donate money 
environmental problems 
environmental sustainabilitv 



5.2 



1 partnership 


5 socially 


2 charity 


6 convinced 


3 donate 


7 social 


4 donation 


8 friend Iv 



mutually beneficial 
responsible purchasing 
social prublems 
socially responsible 

9 beneficial 

10 purchasing 

11 susta inability 



a CRM b social marketing c green marketing 



Noun Adjective Adverb 


environment 


environ 1 mental 


environ 'mentally 


responsibility 


re sponsible 


responsibly 


so'ciety 


'social 


'socially 


sustama'biliry 


su'stainable 


su'stainably 



1 macro 






4 macro 


7 macro 


2 macro 






5 micro 




3 micro 






6 micro 




1 satisfy e 






3 consumer d 


5 differentiate a 


2 understand b 






4 relations f 


6 development c 


1 agreements 






4 gender 


7 communication 


2 rates 






S religion 




3 birth 






6 distribution 




1 registered 2 


cop> 


rigl 


it 3 permission 





1 Patent protection gives a company the exclusive right to market a product. 

2 A granted patent must be renewed regularly. 

3 Wilful Trademark infringement ma) lead to a lawsuit. 

4 Visirors to the website must read and agree to the terms and conditions, 

5 Material that is subject to copyright cannot be used without permission. 



1 product 

2 damage 

3 personal 

a iii s b i, c ii 



B.I 1 motivation + primary 
2 qualitative + field 



4 standards 

5 enforcement 

6 entitled 



7 satisfactory 



3 desktop + secondary 

4 quantitative + primary 
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8.2 1 telephone 

2 focus group, moderator 

3 mail, omnibus 

8.3 1c, 2b, 3a, 4b, 5a 



4 respondent, inrerviewer-adniimstered 

5 Mystery shopper 

6 package, tasre 



9.1 1 correct 

2 Over haH of their news consumption is online, 

3 79% of respondents are male. 

4 correct 

5 The survey suggests that nearly two thirds of b loggers arc over 30, 

9.2 1 over 2 rose 3 significantly 4 stable 5 period 6 plummeted 



10 A prod uet development phase 
product idea 
p rod u et imp rove m ent 
product innovation 
product modification 

10.2 1 limited / special 
2 customer 



10*3 1 gap 

2 marker 



11.1 



11,2 



3 new 

4 technically 

3 success fuJ 

4 penetrate 



niche market 
mass market 
penetrate the market 
route to market 



5 viable 



5 development 

6 route 



T We should carry out some sensory research. 

2 We have completed the alpha test and are now ready for beta testing. 

3 The results will allow us to fine-tune our marketing plan. 

4 We have planned the marker rollout across Europe, 

5 We have set a launch date and now need to prepare the distribution network. 

lc > 2c, 3a, 4b, 5b 



1 resources 

2 product 

3 prototype 

4 flaws 



5 success 

6 representations 

7 rime 

8 manage 



9 forecast 
10 launch 
IT date 



'1-3 1 PS3 spent a long time in the development pi peline . 

2 The market introduction stage did not go smoothly for PS3. 

3 The original launch date for PS3 was in the spring. 

4 The mark et rollout in Europe for PS3 was delayed. 

5 The launch event in France was a failure because the marketing communications action plan 
was poorly prepared. 

G Sony is also launching an international ^distribution network to provide online content. 



12*1 T brainstorming, generate 
2 criticize 

1 2.2 1 got c, 2 back a T 3 down L% 4 on a 

12.3 1e, 2d, 3 f, 4a, 5c. 6b 



3 modify 

4 on, out of 
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2.4 


1 ground 

2 juices 

3 Couldn't / Could 




4 about 

5 suggestion 

6 makes 


7 combine 


3.1 


\ raw materials 
2 manufacture 




3 product type 

4 manufacturers 


5 product class 


3.2 


1 bard goods 






S white goods 




2 perishable goods / 


perish 


able products 


6 brown goods 




3 convenience goods 






7 healthcare products 



14.1 



14,2 
14.3 

15J 

15.2 
15.3 



4 nondurable goods 

1 The Boston Consulting Group Matrix is used as a planning tool, 

2 It concerns the product life cycle . 

3 A product with a high relative market share and low market growth T &xc is a cash cow, 

4 Cash cows can be used to fund resear ch and de velopment for new products. 

5 Stars may generate high cash flows bur are not always profitable. 

6 Dogs may genera te negative cash flow . 

7 It may be necessary to drop the line . 

8 Question marks will consume resources before giving a return on investment . 

1 scar 2 cash cow 3 dog 4 question mark / problem child 



generate profit 
generate cash flow 



market growth, 
market share 
market growth rate 



1 force 2 rep, pitch 3 agent 4 make 

1 shelf space 2 a listing 3 retail buyer 4 outlets 

Id, 2a, 3e, 4g ? 5b, 6L 7c 



16,1 



--i 













'b 
















■'□ 


i 


F 


F 
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A 
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M 


V 






R 

















1 Gi2 1 brand essence 
2 brand promise 

17*1 1 brand personality 
2 brand values 



3 brand image 

4 brand vision 

3 brand rone of voice 

4 brand mission 
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17.2 
17,3 



1c, 2b, 3d, 4a 

1 An advertising campaign is an example of brand behaviour . 

2 The brand personality is a statement of the human characteristics of a brand. 

3 true 

4 You stretch a brand when you increase the range of products in the brand . 

5 true 

6 Brand rone of voice , brand values , brand mission , brand vision and brand personality are all 
part of the brand platform. 



17.4 



1 brand awareness 

2 brand consideration 



3 brand preference 

4 brand lovalrv / brand retention 



18,1 


1 Freshness 


18-2 


1 flexibility 


18.3 


1 innovative 




2 Respected 



5 monev 



19,1 

19.2 
19.3 

20 J 
202 



2 Modernity 3 Naturalness 4 Pleasure 
2 simplicity 3 easy to use 4 knowledgeable 

3 Ins pi rational 

4 Luxury 

lb, 2c, 3a, 4a 

1 Farly adopters 2 silver market 3 Jate majority 4 customer profile 

1 market 2 targeted 3 power 4 appeal 5 boomer 6 tvveens 

5 income c 



1 life cycle b 

2 lifestyle d 

Id, 2;v3c,4e, 5b 



3 appeal a 

4 affluent e 



20,3 



1 Customers like to maintain a certain lifestyle . 

2 A major cus tomer concern is how to provide for the immediate family, 

3 Buying food and dnnk is an example of satisfying a physiological need . 

4 Some service sectors are highly attuned to customer needs. 

5 The Consumer Life Cycle shows how consumer needs change over a penod of rime, 

1 final purchasing decision 

2 personal involvement 

3 purchase intentions 

4 routine purchases 

5 purchasing behaviour / purchasing pattern 

6 impulse purchasing 



21,1 



21.2 



22.1 



1 loyal 


5 earn 


9 redeem 


2 repurchase 


6 implement 


10 redemption options 


3 reward 


7 Transaction records 




4 loyalty 


8 application form 




1 card 


4 special offers 


7 earn 


2 preferred 


5 build 


8 retain 


3 points 


6 programmes 




1 build 


3 turnover 


5 internal 


2 recognizing 


4 sales 


6 reaction 
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27-1 



27.2 



1 core brand 

2 merchandise 



3 gifts 

4 cross-marketing 



1c Tilts on-pack offer really captures the spirit of the promoted brand. 

2a There is a small freebic inside the pack. This kind of promotional gift is ideal for children. 

3b These promotional items are an off-the-shelf solution for your corporate gifts. 



27,3 1 licensing deals 

2 commercial parmers 

28.1 1 public trade show 

2 horizontal trade show 

28-2 allocate stand placement 
attend trade shows 
book a stand 



28.3 1 trade 

2 seminars 

3 showcase 

a false b erne 



3 team products 



3 trade show display 

4 vertical trade show 



increase booth traffic 
participate in trade shows 



4 venue 

5 stands 

6 network 

c false 



29,1 



29.2 



29.3 
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Objective 

3 Use direct marketing to increase the number of subscribers to the newspaper. 

Action plan 

1 We decided ro use outbound telemarketing. 

4 We bought a qualified list from a list broken 

5 Telemarketing operators received special training to deal with objections. 

6 We created a new script with our telemarketing firm. 

Results 

2 We met our subscription target at an acceptable cost per acquisition. 

1 Hello, my name is John. Tm calling on behalf of Jupiter Software. 

2 Are you aware of the company at all? 

3 Are you the person i n charge of this? 

4 The reason for my call is to find out if you are interested in our latest products. 

5 Are you / Would you be available for an appointment? 
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VI 



0.2 



0,3 



31.1 



1 payment options 

2 delivery costs 

1 -a wedding list 

2 next day delivery 



3 product categories 

4 bundles of items 

3 a baby registry 

4 a wish list 



1 Customers can place an order 24 hours a day. 

2 No need for prepaid envelopes. 

3 Wc can srill have a telephone hotline . 

4 The ordering proce ss will be much quicken 

5 The order form must be simplified for older users. 

6 Older customers may prefer using mail order ro ordering online, 
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31.2 



32.1 



32.2 



33.1 



ask for referrals 
close a deal 
make cold calls 

1 make cold calls 



place an order 
spot buying signals 
trade concessions 

2 spot buying signals 



1 a Press magazines are media vehicles. 

1 h Media planners work in media agencies. 

2 a Ad avoiders zap during advertising breaks. 

2 b Blended marketing uses TTL techniques. 

3 a Normally, advertisers brief advertising agencies. 

3 b Interactive TV is an emerging media, 

4 a Advertising agencies develop advertising strategy* 
4 b BTL campaigns don't run in mainstream media. 



1 strategy 

2 attention 

3 below-the-line 

4 media 



32.3 le s 2c, 3d, 4a, 5b 
1 false 2 false 



5 above-the-line 

6 fragmented 

7 avoid 

8 blended 



3 false 4 true 5 false 



3 trade concessions 



9 ATL 

10 BTL 

1 1 adverts 

12 tactics 



1 objectives 

2 Media 


6 Core 

7 habits 


1 1 objectives 

12 reach 


3 target 

4 Demographics 

5 Lifestyle 


8 research 

9 light 
10 plan 


13 impressions 
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33,2 1 patterns, strategy 

2 Cost, vehicles 

3 budget, mind, commercials 

33-3 Tc, 2d, 3a, 4e, 5b 
34 A 1c. 2b, 3c, 4tL 5a 



34 2 1 channels 

2 prog ra mil tes 

3 station 

34*3 commercial break 
commercial channel 
commercial station 
game show 
listening habits 



4 reaching 

5 listeners 



prime time 
radio show 
radio station 
reality show 
reality TV 



4 optimize 

5 audit 



7,2 



remote control 
soap opera 
TV channel 
TV show 
weather forecast 



2 . 

2 - 



3.1 * . 

2 

- 

2 . 



.2 



35J 
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35-2 



1 hung 

2 wrapped 

3 shelters 



4 catching 

5 coverage 

6 graphics 



36.1 If, 2d, 3e, 4b, 5a, 6c 



36.2 1 circulation figures are / readership is 

2 advertising positions / advertising space 



36,3 


centre spread 


full page 




facing matter 


halt page 




front page solus 




37.1 


1 set a deadline 


5 proof OK 




2 job completion 


6 press check 




3 graphic designer 


7 long run 




4 printed material 





3 media pack / rate card 

4 technical data / advertising rares 
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:9,3 



1 Marketing collateral 

2 copy writ! rig 

3 print job 



4 four colour /full colour / CMYK 

5 final proofing, signs off the job 



.1 T commissioned, co-produced, branded entertainment 

2 branded content, mobile content, experience 

3 Product placement, engage witb 



:\2 1 standout 

2 airritne, barter 

9,1 paid search 
unpaid search 



3 communication 7 exposure 

4 generated, share, connects 



search box 
search engine 
search listings 
search terms 



search engine marketing 
search engine optimization 
search engine results page 



.3.2 SEQ = search engine optimization 
SEM = search engine marketing 
SERP e search engine results page 



1 engine 

2 ranking 



3 listings 

4 SEG 



5 rank 
G SERP 



: 9,4 1 rank 2 ranking 3 ranking 4 rank 



-0,1 chat room 

general public 
live up to the hype 
pass along 
peer to pea 

1 word of mouth 

2 spread the word 

40,2 1c, 2g, 3f, 4d, 5 b, 6a, 7c, 8h 



social networks 
spread the word 
stealth marketing 
target audience 
word oJ mouth 

3 lives up to the hype 

4 social networks 



41*1 an element of skill 
money- off coupons 
no purchase necessary 
online coupons 

1 moncy-off coupons, online coupons 

2 seasonal promotions 

3 no purchase necessary 

41 .2 1 point of purchase / point of sale 

2 window displays 

3 basket liner 

4 banners 

5 gondolas 

41 .3 la prize draw 

2 m o n ey-o f f cou pons 

3 shelf wobblers 

4 a gondola / a dump bin 



seasonal promotions 
special offer 
three for two 

4 an clement of skill 

5 Three for two, special offer 



6 Dump bins 

7 floor standing 

8 Counter- top displays 

9 Wall-mounted 
10 shelf talkers 
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42.1 



' 



42*2 



44.3 



45,1 




cost-effective 
cost per conversion 
cost per response 



junk mail 
mail piece 



list broker 
mailing list 
prospecting lisr 



1 sample, call 

2 targeted, audience, measurable, response, cost 

3 response 

Order: 4, 2, 5, 1,6,3 



4 campaign, effective 

5 customer 

6 entice / encourage 



42,3 1 What makes you open direct mail? 

d 1 don't. All the junk mail I get goes into the recycling bin. 

f 1 rarely pay attention to mailshots but sometimes a gimmicky envelope catches my eye. 

2 What makes you reply? 

a I only answer if there is an incentive like a free gift . 

e 1 sent off a reply-paid card the other day. Ir was easy - I didn't have to look for a ^tamp, 

3 Do you talk to your friends and family about mailshots you receive? 

b I give the monev-off vouchers to my friends, if [ don\ use them myself. 

g I gave the sample of face cream to my mother and she told all her neighbours. 

4 What kind of information do you expect in the covering letter? 

c Details about the product, special offers, and perhaps the order form , 

43-1 1 grassroots 2 word 3 posters 4 flyers 5 word of mouth 6 swag 

43.2 Objectives 1 and 3 

43.3 1 credibility 2 samples 3 leaflets 4 wrapped 



44,1 1 CB- typographic 

2 Yahoo! - typographic 

3 Olympic Games - abstract 



4 Renault- abstract (and typographic) 

5 Penguin - descriptive 

6 Ke Hogg's - typographic 



44.2 1 eye-catching 


4 multicoloured 


7 curved 


2 typographic 


5 memorable 


8 simple 


3 adopted 


6 distinctive 


9 depict 



T lower case, bold, sans serif type 

2 upper case, bold, serif type 

3 lower case, italic, sans serif type 



1 pull 

2 child 

3 top 

4 lids 



45*2 Cartoon 1 



5 cartons 

6 sprays 

7 peel 

8 corks 



4 lower case, bold, italic, sans serif type 

5 upper case, serif type 

G lower case, bold, serif type 

9 cellophane 
10 foil 



45,3 Id, 2c, 3a, 4f, 5b, 6c 
46.1 lb,2c\3t 4e, 5g s 6a, 7d 
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-6.2 


1 press 

2 media 


4 
5 


committed 
standards 


7 
8 


stakeholders 
relations 




3 purpose 


6 


citizens 






-7.1 


1 lobby 

2 lobbyisrs 


3 
4 


lobbyisrs 
lobbying 


5 


lobbied 


-7.2 


1c, 2d, 3b, 4a 










47.3 


1 mobilize 

2 rally 


3 
4 


campaign 
release 


5 


training 


48.1 


1 sponsorship 

2 sponsorship 

3 sponsor 

4 sponsoring 


5 
6 

7 
8 


sponsoring 
sponsor 
sponsorship 
sponsorship 


9 
10 


sponsor 
sponsee 


48.2 


1 deal 

2 relationship* 


3 

4 


long-standing 
leveraged 


5 
6 


impact 
risk 


48.3 


1 cause related spons 


orship 









49.1 



49,2 



49.3 



2 ed near ion a I sponsorship / cause related sponsorship 

3 art sponsorship 



1 defective 

2 crisis, plan 

3 spokesman / spokesperson, official 

3 The crisis 

2 Negative fallout 

4 Going public 

1 lnrernal audiences 

5 Rebuilding public confidence 

apologize to customers 
establish the facts 
express concern 



4 audiences / publics* go 

5 media, rumours 

6 defective 



make a statement 
minimize damage 
tarnish the reputation 



Verb Noun for action Noun for object Noun for person 


Nog 


blogging 


blog 


blogger 


link 


linking 


link 




post 


posting 


post 





50.2 



50.3 



1 Blog 

2 blogging 

3 blogs 

1 readers 

2 com men rs 



4 blog 

5 blogging 

6 blogging 

3 post 

4 links 



7 blog 

8 Blogging 

9 blogger 

5 inbound 

6 blogosphere 
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